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Every Letter Has a Meaning All 


Gilverlite, an electro-chemical product of surpassing merit. 
Tnseparably combined, pure silver and pure Lake copper. 

Luster equal to highly polished crystal glass. 

Warying sizes of lamps can be used, each properly focused. 
Each Silverlite is of accurate design. 

Reftection coefficient the highest known. 

Low light loss because of high transparency of protective coating. 
Instantly adjustable collar requires no tools. 

Three effective positions for each lamp. 


Every Silverlite carries our unqualified guarantee against cracking 
peeling or checking. 


Write us for data showing 
superior results from Silverlite. 


Seattle, Wash. Atlanta, Ga. 
RIN nc Buffalo, N. Y. Pittsburgh, Pa. 
® ® re) So am eo > ee Cal. 
. t 
24th Street and 10th Avenue, New York peas dab a ace 


CANADA 
Associated with The Robert Mitchell Co., Ltd., 
64 Belair Ave., Montreal 
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Our 5-Year 
GUARANTEE 


We absolutely 
and unconditionally 
guarantee that the 
backing on “Pitts- 
burgh” _ silverplated 
glass reflectors will 
not crack, check or 
peel, and that the 
silver will not tar- 
nish during a period 
of five years from 
date of purchase. 


aw 
putting 7 contt 
arect 
Hite’ 











V WINDOW LIGHTING 


If you have not already received our booklet, “Show Window Light- 
ing,” we suggest that you ask us for a free copy. 


And if you will give us the information called for on page 31, we will 
immediately send you our recommendation for lighting such windows 
as you have in mind, with an estimate of cost. 


For many years we have specialized in good show window lighting— 
and for more than eight years we have been making silvered reflectors 
whose reflecting surfaces appear to be perfect. At any rate, not a 
single reflector made in that time—during which we have been using 
our secret process of copper backing—has ever been reported to us 
as having the silvering tarnish or discolor—in spite of our 5-year 
guarantee against this specific fault. 
Write us today about your show window lighting require- 


ments. Your windows represent your best advertising space. 
Get the most value out of them by installing “Pittsburghs.” 


PITTSBURGH REFLECTOR CO. 


(Formerly Pittsburgh Reflector & Illuminating Co.) 
403 Bowman Bldg., 3rd and Ross Streets, Pittsburgh, Pa. 


BRANCHES: NEW YORK, 145 West 41st Street at Broadway 
CHICAGO, Machinery Hall, S. W. Corner Clinton and Washington 


REPRESENTATIVES IN: 
Philadelphia Mexico City are, Fla. Salt Lake City Indianapolis 
Dallas Detroit avana Seattle leveland 
Charlotte, N. C. San Francisco Los Angeles Toronto - Montreal 
Baltimore Des Moines Louisville Syracuse 
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Two Letters From Display Men 
That Tell the Same Story 
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209-211-213 CAPITOL STREET FURS 


SEPARATE 


CEPATUENTS FOR tess CHARLESTON,W.VA., 


SHOES, FURNISHINGS 
AND CLOTHING 


Oct. 16, 1924. 


The Koester School, 
314 So. Franklin St., 
Chicago, I1l. 


Dear Sirs:- 


It might interest you to know that I am now 
Advertising and Display Manager of the above firm. 
The benefits derived from my course with your School 
last July have been very noticeable ever since my re- 
turn to Charleston. I feel that my promotion is the 
direct result of the course I took with your School. 

It is with the greatest of pleasure that 1 
recommend your School to all those that might be inter- 
ested. 

Yours sincerely, 
(Signed) Thos. E. Lynn. 


Carroll, Iowa, 
Sept. 13,1924 


The Koester School, 
Chicago, 
Illinois. 


Gentlemen: -— 


I am sure that you are glad to hear from for- : 
mer students and to know what they are doing. 

I am now manager of the Syndicate Purchasing 
Co., at Eagle Grove, Iowa and have a fine ‘store and a 
fine business. 

The training which I received at your School 
was a big factor in my getting this position and I would 
not take a whole lot for what I learned while there. Am 
getting a fine salary with advencement in two months. 

I can put a card out in double quick time now. 
I put out twenty-five price tickets in less than fifteen 
minutes today. 

Hoping that the School will always do well, 

I am 
Yours very truly, 


(Signed) Byron 0. Yarrington. 


You can write the same kind of letters if you 
do as they did—attend the 


Koester School 


314 S. Franklin St., Chicago 
In the Window Display Center of the W orld 








































7 | 


























































May, 1925 





THE DISPLAY WORLD 





THE DISPLAY WORLD 


Editorial Advisory Board 


JEROME A. KOERBER, 
Director, I. A. D. M. 
Strawbridge & Clothier, 
Philadelphia, Pa. 


HARRY W. HOILE, 
Rorabaugh-Brown Co., 
Oklahoma City, Okla. 


HERMAN FRANKENTHAL, 
B. Altman & Co., 
New York City. 


CHARLES F. WENDELL, 
. L. Hudson Co., 
etroit, Mich. 


FRANK MAXWELL, 
Frederick & Nelson, 
Seattle, Wash. 


ALLAN H. KAGEY, 
Mandel Bros., 
Chicago, IIl. 


CARL W. AHLROTH, 
The May Co., . 
Los Angeles, Calif. 


JACK L. CAMERON, 
President, I. A. D. M., 
Harris-Emery Co., 
Des Moines, Ia. 


PAUL LUPO, 
Barker Bros., 
Los Angeles, Calif. 


E. H. LEAKER, 
Henry C. Lytton Co., 
Chicago, IIl. 


CLEMENT KIEFFER, 
The Kleinhans Co., 
Buffalo, N. Y 


W. A. McCORMICK, 
Boston Store, 
Chicago, Ill. 


LOTHAR F. DITTMAR, 
The Union Company, 
Columbus, Ohio. 


J. DUNCAN WILLIAMS, 
Display Adv. Specialist, 
Chicago, Il. 


CARL F. GOETTMANN, 
Vice-President, I. A. D. M., 
Joseph Horne Co., 
Pittsburgh, Pa. 


CHAS. W. MORTON, 
Weinstock-Lubin, 
Sacramento, Cal. 


IRWIN G. CULVER, 
J. R. Palmenberg Sons, Inc., 
New York City. 


H. H. TARRASCH, 
Stix, Baer & Fuller, 
St. Louis, Mo. 


NED MITCHELL, 
Louis K. Liggett Co., 
New York City. 

DAVID A. MOREY, 

S. S. Pierce Co., 
Boston, Mass. 


O. WALLACE DAVIS, 
H. Batterman’s, 
Brooklyn, N. Y. 


RAYMOND T. WHITNAH, 
Director, I. A. D. M., 
Crosby Bros. Company, 
Topeka, Kas. 


GEO. E. PRUE, 
Jordan Marsh & Co. 
Boston, Mass. 


J. WALTER JOHNSON, 
Powers Furniture Co., 
Portland, Ore. 


GEO. A. SMITH, 
Display Adv. Counselor. 
New York City. 


J. J. CRONIN, 
L. Bamberger & Co.. 
Newark, N. J. 
J. T. NORTHROP, 
The Hoover-Bond Co., 
Kalamazoo, Mich. 
HENRY SHERROD, 


Newcomb-Endicott Co., 
Detroit, Mich. 











International Association of 


Display Men 


AY the deliberations at your 1925 Amal 


Contention, St. Louis, June 15, 16, 17, 18, 


broaden your fiston and tmepire you to nefe accom- 
plishments, so that you may collectifely lead findofu 
display adfertising on to nefuer heights in the 


business fuorld. 


—the publishers of 
The Display World 
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HESE Ruscus trees were used in all of Marshall 

- Field & Co.’s spring windows. 
blue and they were studded with flowers made of 
wood and decorated in bright colors. We make Ruscus 
trees in all designs and colors wanted. This depart- 
ment is the largest in the country and our workmanship 









Color was light 













319-327 W. Van Buren St. 


‘he Botanical Decorating Co. 


Established 1896 
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The President’s Official Invitation 





_One might say, “What is the attraction for attending a convention of the Inter- 
national Association of Display Men?” 


Better than ever. This convention is based on a purpose and a punch, educating 
one to foster and promote the welfare of Displays for every line of commodities in the 
United States and Canada, and to increase the welfare of busines in general with good 
clean Displays, 

Every displayman who attends this twenty-eighth convention, at St. Louis, June 15- 
18, will gather an impetus that will be an improvement to his own display when he re- 
turns home. The manufacturers of the decorative embell’shments, the manufacturers of 
artificial flowers, the manufacturers of decorative fixtures, promise to bring out some of 


- the newest things that their staffs can create. 


The programs themselves will be wonderful, and worthy of the trip alone. The com- 
petitive prizes are already over $1,000, and are an inducement for the creation of better 
displays. The St. Louis Club has combined as one unit, and they are all on the reception 
comm:ttee. You will remember their handshakes and the cordial greeting given by the 
entire city long after you leave. 

A great many cities that have Display Clubs are coming in specials. That is a won- 
derful spirit. One cannot wear out enough elbow coming in contact this way, or all 
throughout the convention days. 

What you will learn at the convention will burn in your memory. There will be 
ideas galore. The exhibits of photographs will be a marvelous example of some wonder- 
ful work: done by some wonderful displaymen. 

I would like to see, and I urge every displayman to come and bring his boss if he 
can. Yes, and bring the key to the store with you, because a store without an idea for a 
Display to sell has no idea at all. 

This convention will be held under one roof, with one thought and one purpose— 
to promote the welfare of BETTER Displays for every one. 

Very truly yours, 
JACK CAMERON, President 
INTERNATIONAL ASSOCIATION OF.DISPLAY MEN 
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Convention Will Be Epochal Event 


May, 1925 





Great program and elaborate entertainment features will make twenty- 
eighth annual meeting of I. A. D. M. an outstanding one 


By EDWARD H. LAMPRICH 


President, St. Lowis Association and Convention Publicity Director, St. Louis 


OT only the city of St. Louis, but all Mis- 
souri, is co-operating with the local or- 
ganization in making the twenty-eighth 
annual convention of the International 

Association of Display Men, to be held at Hotel 
Chase, June 15, 16, 17 and 18, the greatest that has 
ever been held. A cordial and hearty greeting is 
extended and all members are urged to attend and 
take advantage of the many features planned. 
This invitation has been made official through 
proclamations issued by Sam A. Baker, governor of 
the State of Missouri, Mayor Victor J. Miller, the 
Chamber of Commerce, Associated Retailers, Ad- 
vertising Club, St. Louis Convention and Publicity 





B. A. RAINWATER, 
Convention. Director. 


Bureau, in fact, by all the civic and commercial 
organizations of the city. 

Like the deep sea monster, with its many arms 
reaching out to see and feel what it can get hold 
of, is the St. Louis convention committee trying to 
get the best in every department, be it entertain- 
ment, exhibits, demonstrations, or any other part 
of the program. 

A program of entertainment that will surpass 


anything ever planned for a meeting of this asso- 
ciation has been worked out under the supervision 
of Joe Chadwick, chairman of the committee. On 
Monday evening the visitors will be the guests of 





the municipal opera in Forest Park world famous 
open-air treatre. The big steamboat trip which 
has caused so much interest since first planned will 
be held Tuesday night. The steamer J. S., largest 
steamboat on the Mississippi, has been chartered 
for the excursion. Many unusual features have 
been planned with surprises galore. A famous quar- 
tette has been engaged for one of the musical at- 
tractions. 

The annual banquet will be held Wednesdi,; 
night on the roof of the Chase Hotel, a most mag- 
nificent and ideal spot, and, according to the present 
plans the association has never had anything that 
will in any way equal it. Tickets for the banquet 
are being handled by Phil Williams, of Scruggs, 
Vandervoort & Barney, so if you do not want to 
miss this big show get in touch with him as soon 
as you arrive. Vaudeville stunts, specialty dances 
and many other big features will make the hours 
pass quickly. 

The demonstrations this year will also be above 
the average, E. J. Berg, program chairman, has 
announced. The prizes exceed $1,000 and applicants 
for places in the contests are losing no time in 
filing their entries. 

When St. Louis was selected for the convention 
the association was automatically placed in line for 
a rare treat and the people of St. Louis are await- 
ing the opportunity to welcome you. There is 
much here to see and every effort will be made for 
you to see it all. Visit the residential district and 
there you will find a section that reminds you of 
the pages of the home builders’ inspiration book. 
The wholesale and retail districts are of excep- 
tional interest, and the sixty-five parks containing 
more than 2,700 acres are filled with interesting 
views. 

Any attempt to portray literally the beauties and 
wonders of the city would be futile. St. Louis is one 
of the most beautiful cities in the world, and the scenic 
attractions of the immediate territory afford a wonder- 
ful setting for the gem and metropolis of the Missis- 
sippi Valley. The city is yours to inspect and enjoy. 

The complete program for the convention announced 
by the convention committee at its last meeting is as 
follows : 


Monday, June 15—10:30 A. M. 


Call to order by President Jack Cameron. 
Singing, “America” and “God Save the King.” 
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Address and invocation, Rev. Frank L. Wells. 
Presentation of key to city by Hon. Victor J. Miller. 

Address of Welcome, Thomas W. Garland, vice-presi- 
dent of Associated Retailers of St. Louis. 

Response and reminiscences by some old-timer. 

2:00 P.M. 

Call to order by President Jack Cameron. 

Address, “Impressions of Window Displays,” Ralph F. 
Gamble, general manager, Stix, Baer & Fuller, St. Louis, 
Missouri. 

Demonstration by Joe Chadwick, display manager, Fa- 
mous-Barr Company, St. Louis, Mo. 

Window A: Novelty window, oil cloth back. 

Window B: Bathing suits, novelty window. 

Window C: Furs. 

Address, “It Pays to be an I. A. D. M. Member,” W. L. 
Stensgaard, C. W. Klemm Company, Bloomington, III. 

Window A: Men’s Underwear, Dan Hansen, display 
manager, Clark & Company, Peoria, Ill.; Window B: 
Men’s Clothing, H. W. Weaver, display manager, J. Black 
& Son, Birmingham, Ala.; Window C: Men’s Shirts, Ed- 
ward E. O'Donnell, display manager, Sisson Bros. & Wel- 
don Company, Binghamton, N. Y. 

Draperies: Leslie D. Slack, display manager, Wurz- 
berg’s, Grand Rapids, Mich. 

Demonstration: “What a Display Man Should Not 
Do,” A. Parke, “Senor Canya Magine,” Memphis, Tenn. 


Tuesday, June 16—10:00 A. M. 


Call to order by Presiden tJack Cameron. 

Address, “The Display Man a Stepping-Stone to an 
Executive,” K. A. Schrader, secretary-treasurer, Boyd’s, 
St. Louis, Mo. 

Competitive Demonstration—Maytag Washing Machine 

Window A: Otto G. Harraman, The Uhler-Phillips 
Company, Marion, Ohio. ° 

Window B: R. T. Whitnah, Crosby Brothers, Topeka, 
Kansas. 

Window C: George Talbot, 833 Quincy Street, Brook- 
lyn, No Ys 

Address, “Novelty Skating Window—Feature Demon- 
stration,” J. H. Everetts, Block & Kuhl Company, Peoria, 
Illinois. 

Men’s Wear 

Window A: Men’s Neckwear, Harry L. Kramer, C. K. 
Whitner Company, Reading, Pa. 

Window B: Men’s Clothing, Eugene Cowgill, Clayton 
Company, Detroit, Mich. 

Window C: Dress Shirts and Accessories, Joseph H. 
Marshall, The Boersma Company, 11056 Michigan Avenue, 
Chicago, III. 

“Card Writing,” by John E. Berg, assistant display 
manager, B. Nugent & Brother Dry Goods Company, St.. 


Louis, Mo. 
2:00 P. M. 


Call to order by President Jack Cameron. 

Address, “Sidewalk Advertising with Window Displays 
and Showing Evolution of Displays with Stereopticon,” 
J. H. Hobelman, sales manager, B. Nugent & Brother Dry 
Goods Company, St. Louis, Mo. 

Competitive Demonstration—Phoenix Hosiery 

Window A: L. F. Dittmar, The Union Company, Co- 
lumbus, Ohio. 

Window B: Ellwyn McEachnie, Jahraus-Braun Com- 
pany, Buffalo, N. Y. 

Window C: Richard A. Ayriss, Third Street Store, Los 
Angeles, Cal. 

_ Address, “Color Harmony,” Miss Margaret Breen, art 
director, Municipal Theatre, St. Louis, Mo. 

_ Book: Feature demonstration, “Captain Blood,” show- 
ing a link-up with the motion picture, Harold A. Grinder, 
Glass Block Store, Duluth, Minn. 

Proper Use of Draperies: Feature demonstration, Paul 
F. Lupo, Barker Brothers, Los Angeles, Cal. 

Question Hour 

Bring along your troubles and we will solve them for 
you. The whys and nots will be answered from the floor 
by men who know. “But you must ask a question” to get 
an answer. We all want to know, so ask. 


Wednesday, June 17—10:00 A. M. 


Call to order by President Jack Cameron. 
_Address, Carl F. Goettman, Joseph Horn Company, 
Pittsburgh, Pa. “ 


_Competitive Demonstration—Gossard Corsets 
Window A: Wm. Helfrich, Stiefel Bros., Salina, Kans. 
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Window B: Dallas M. Schultz, Joseph Spiess Company, 
Elgin, III. 

Window C: L. L. Wilkins, Kerr Dry Goods Company, 
Oklahoma City, Okla. 

Address, “How Display Men Can Sell Their Jobs Bet- 
ter to Themselves, Their Employers and the Public,” Ar- 
thur H. Brayton, editor, Merchants’ Trade Journal, Des 
Moines, Iowa. 

Demonstration: Portraying the Proper Display of Pub- 
lic Utilities Merchandise Glorifying the Gas Range, by 
Syl C. Reiser, display manager, The- Laclede Gas Light 
Company, of St. Louis, Mo. 

Draping on live models, Ellsworth H. Bates, W. H. 
Rolland Company, Bloomington, III. 

2:00 P.M. 

Call to order by President Jack Cameron. 

Address, “How Show Windows Reflect the Character 
of a Store,” Karl M. Amdahl, the Palace Department Store, 
Spokane, Wash. 

“The Fundamentals of Fixture Arrangement for Units 
of Men’s Wear,” by E. R. Leeker, display manager, Henry 
C. Layton Company, Chicago, IIl. 





Epwarp H. LAmprIcH, 
President St. Louis Association and Director of 
Publicity, 1925 Convention. 


Address, “Lightning Bugs,’ Raymond B. Twyman, sales 
manager, Schack Artificial Flower Company, Chicago, Ill. 

Window A: Ribbons, W. L. Stensgaard, C. W. Klemm 
Company, Bloomington, IIl. 

Window B: Laces and Tunics, C. J. Gehring, Rike- 
Kumler Company, Dayton, Ohio. 

Window C: Lingerie, John T. Mackey, Herpolsheimer 
Company, Grand Rapids, Mich. 

Ready-to-Wear Demonstration 

Window A: Shoes, W. R. Harre, Maas Brothers ,Tampa, 
Florida. 

Window B: H. Garfinkle, Harzfieldt, Kansas City, Mo. 

Window C: Ray A. Young, Harry Katz, Oklahoma City, 
Oklahoma. 


Thursday, June 18—10:00 A. M. 


Call to order by President Jack Cameron. 

Review of the convention. 

Live Model Feature Draping, George Talbot, Brooklyn, 
New York. 

Boys Clothing, A. L. Meadows, Washer Brothers, Ft. 
Worth, Texas. 










Men's Caps, W. W. Yeager, Wolf, Greisheman & Son, 
Bloomington, Iil. 
Draping on Stands, George J. Edgcomb, Frank Brothers 
Company, Marion, Ohio. 
backgrounds, cards and decoratives by the use of this 
Mirrorscope Demonstration: Showing how to make 
simple method, B. A. Rainwater, St. Louis, Mo. 
Umbrellas, E. J. Hamilton, A. H. Yeager & Company, 
Sharon, Pa. 


Thursday, June 18—2:00 P.M. 


Call to order by President Jack Cameron. 

Report of Committee on By-Laws. 

Unfinished business. 

Report of Auditing Committee. 

New business. 

Installation of officers. 

Appointment of committees. 

Evening 

Meeting of Executive Committee. Au revoir. 

~The manufacturers’ exhibits this year have been 
planned as a real educational exhibit, and all will be 


worthy of careful inspection. The exhibit space was all 


‘ 
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H. H. Tarrascu, 
Chairman Exhibit Committee, St. Louis, Mo. 


sold soon after it was offered, and many requests for 
additional room have been received. The following 
firms are co-operating in this exposition: The. Adler- 
Jones Co., Baers, Inc., The Bodine-Spanjer Co., Botani- 
cal Decorating Co.,Curtis Lighting Co., Champion Paper 
Mache Co., Chicago Card Board Co., Craft Studios, 
Bert L. Daily, Dennison Manufacturing Co., Decora- 
tive Plant Co., Decorators’ Supply Co., Decorative Fix- 
ture Co., Decorative Display Co., Esterbrook Pen Co., 
I. P. Frink, Inc., Grimm & Lambach Co., Hulsizer Co., 
International Register Co., Loeb Decorating Co., Hugh 
Lyons & Co., Lanham Co., Milwaukee Form & Wax 
Figure Co., Modern Art Studios, McKenna irass “f+ 
Co., Messmore & Damon, Murdison Company, Inc., Na- 
tional Equipment Corp., National Card, Mat & Board 
Co., Onli-Wa Fixture Co., L. E. Oates Wax Figure 
Studios, Ornamental Products Co., J. R. Palmenberg’s 
Sons, Inc., H. Pitroff, Quincy Show Case Co., G. Reis- 
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ing & Co., Karl L. B. Roth, Schack Artificial Flower 
Co., Sun-Ray Lighting Products Co., Taylor & Reb- 
hols, Harry Taylor, United States Gypsum Co., and 
Walter E. Zemitsch Co. 





ELtwyn McEAcuHNnieE, 
First Vice-President, Buffalo, N. Y. 


Arrangements have been made with all ra‘lroads so 
you can get a half-fare on the return trip, but you must 
get a certificate ; do not make the mistake of asking for 
a receipt when you purchase your ticket to St. Louis. 

So as to prevent disappointment, it must be under- 
stood that the reduction is not guaranteed, but is con- 





R. T. WHITNAH, 
Chairman Executive Committee, Topeka, Kas. 


tingent on an attendance of not less than 250 members 
of the organization at the meeting and dependent mem- 
bers of their families. So you see that it is necessary 
that all secure the certificates in order for the associa- 
tion to benefit by the reduction. 

We want you all to come and are prepared to give 
you the greatest meeting and series of entertainments 
ever before enjoyed by the association. 
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Convention [To Be Idea Power House 


Director of association’s annual meeting promises valuable thoughts 
for those who attend—‘‘Don’t be a satisfied displayman” 


By B. A. RAINWATER ¥ 


Convention Director, St. Louis, Mo. 


HAT are you going to spring on the boys 
this June that will make feel uplifted and 
paid in full for having attended the twenty- 
eighth anual I. A. D. M. convention? This 

is the most important question, I believe, anyone could 
fire at a program chairman or director of any conven- 
tion, 

We are not going to do the same old things in the 
safe old way; we shall use new ideas. “Ideas that are 
practical and result in remuneration” are the ones we 
most enjoy; they are the most pleasing. I absolutely 
know of one idea that is going to be demonstrated in 
full to the assembly that would be impossible to place 
value on it as to price or how long it will live, but it 
will relieve many displaymen of the toilsome part of 
their occupation and increase their creative ability one 
hundred per cent, therefore this idea should live forever. 

The “new idea” section of the program is going to 
prove “mighty” in its force. The greater the possibility 
we behold the less we are going to be satisfied with the 
present. Discontent creates strife for an object. The 
personality of your display should show freedom in 
thought. Were you ever challenged by the very idea 
that you created? Conquer it! 

Do you know what happens when some one shoots 


a man with an idea at our convention? Yes, we fight 
with ideas, but when idea is killed twelve new ones 
spring up. Pause just a moment and think of this fact 
to a solution of understanding. You and I can credit 
our present-day progress to “ideas” that men have had 
and dared to wrestle with until they became executive 
masters of this thought. We are not making this con- 
vention institutional ; we are making it personat. 

Will things ever be normal again? Thousands of 
people have been asking this question every day since 
the World War began. The answer is—‘No, never!” 
You can plainly see if things are ever “back to normal” 
it will indeed be a backward trend. It is plainly visible 
at this day and age that we are in the midst of a great 
upward trend—reformation—and what age shall we 
cal] this in which you and | are living? 





Let us be just ordinary: people and rightfully call 
it the “Age of Progress.” This would require changes 
brought about by little things, and we call the little 
things “ideas ;” ideas soon create facts, and authority 
lives on facts, and this brings us home again to the In- 
ternational Association of Display Men. We haven’t 
made a club house of this association, but a power house 
of ideas, of authority—a training camp of things not 


selfish. 























Lounge Room, Hotel Chase, Where Convention Exposition Will Be Held. 
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True Advertising Appeal in Windows 


Window should not be considered as adjunct to other advertising or 
bridge between advertising and selling—Merchant’s window a stage 


By Dr. F. H. PECK 


Sales Promotion Manager, Wm. S. Merrell Company, Cincinnati, O. 


HE average town is years behind in the 
important developments of window dis- 
play advertising. In general, there seems 
to be a woeful lack of appreciation of 
the window’s power as an advertising medium, and 
little or no understanding of its use effectively. 
Probably the first step towards remedying this is 
the application of the basic principles of display 
advertising, which, together with those of commer- 
cial art and good sound retail merchandising, seem 
to be entirely overlooked. 

A few years ago this oversight would not have 
been surprising. But today it is different. The 
smaller merchants may not appreciate the value 
of their windows even yet, but the department 
stores, the big chains, the banks and other institu- 
tions have learned, through more or less expensive 
experience, that their windows are essential to the 
success of their business. 

The Woolworth business, and, physically, the 
Woolworth Building, are monuments to the truism 
that the public buys what it sees. Through all the 
ages, the great majority of people have been “eye- 
minded.” This first and vital principle of mer- 
chandising is only too often lost sight of in the 
rush for new ideas. 

Back in the days when the merchants spread 
their wares in the way of the temple passersby, 
this psychology of the masses was successfully ap- 
plied. Today you can see it work in any ten-cent 
store. When you go into a Kress or Woolworth 
store to buy a tack hammer or some similar sim- 
ple article, it is more than likely that you will be 
attracted to a half dozen others and come out with 
an arm full instead of merely the one item you 
had intended to buy. 

This is a homely example of the lure of dis- 
play. Asa matter of fact, the ten-cent stores could 
not exist if they were forced to depend upon one 
ten-cent purchase from each customer. They are 
built on the science of suggestion. 

Only a few months ago, Reis, the underwear 
manufacturer, determined to find out definitely the 
part played in the sales of their product by the 
different advertising media. One hundred pur- 
chasers were asked what it was that had inspired 
them to buy. Of the hundred, forty-one had pur- 
chased through window displays, twenty-two had 








been influenced by clerks, twenty had been con- 
verted by advertising, and seventeen had bought 
on the recommendation of friends. In other words, 
41 per cent of the Reis business was due to win- 
dow displays. 

A recent issue of The DISPLAY WORLD pub- 
lished the replies to a questionnaire and the figures 
will surprise anyone who has not followed the late 
developments in this field, which are so amply de- 
lineated by the work of Fischer under the Associa- 
tion of National Advertisers, the Blackman survey 
and the work of the Window Display Advertising 
Association. 


The Fischer survey gave a corner such as that 
occupied by an average department store, a circu- 
lation of something like sixty thousand a day. This 
more recent questionnaire places the circulation 
of many of the New York City stores as greater 
than that of leading New York newspapers. 


Window space value was covered in another 
question and replies from Filene, of Boston, Ste- 
vens, of Chicago, R. H. Macy, Gimbel’s and Lord 
& Taylor, of New York, stated that their windows 
were valued at one hundred and fifty thousand dol- 
lars a year. Another question brought out the 
startling information that over 50 per cent of the 
leading merchants of the country attributed from 
50 to 80 per cent of their business to the pulling 
power of their windows. 


Many city merchants would probably be sur- 
prised to learn that according to the recent test 
conducted by the Edison and General Electric com- 
panies all that is needed to divert traffic from one 
side of the street to the other is to increase the 
intensity of light in but three windows. Three 
blocks containing three intensively lighted win- 
dows each will divert traffic from one street to 
another. These figures are authentic and intensely 
interesting to the thinking merchant of today, who 
must recognize in his windows the most valuable 
advertising asset that he possesses. 

For the national advertiser, the window bridges 
the distance between his newspaper advertising 
and his dealer, the weakest link in the merchandis- 
ing chain. Or, to put it another way, advertising 
is the science of suggestion; selling is a “compelling 
art”; between the two there is a gap which can 
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only be closed, welded together in one complete 
whole, by the faithful, ever-present window. 

For the merchant, the window is the face of 
his business, the link between his store and the 
thousands of potential customers. A town is known 
by its windows and the public reacts in proportion 
to the human interest and desire-creating appeal 
put into the individual ones. Many merchants for- 
cet, too, that their rent is based on window space ; 
that 80 per cent of the rent is for window frontage 
and but twenty for floor space. 

A blind alley becomes the merchant’s choice lo- 
cation when drab walls and back fences are replaced 
by plate glass, as has recently been shown by the Penn- 
sylvania Arcade in New York and the popular Cincin- 
nati Arcade. 

But there is a vast difference between window 
display and window advertising. Writers and 
speakers on window display have taken pride in 
quoting such phrases as “The window is a reminder 
at the point of sale,” “It is a valuable aid in identi- 
fying advertised products,” or “In principle there 
is no difference between the ancient tradesmen 
spreading his wares on the floor of the temple and 
the plate glass windows of State Street and Fifth 
Avenue.” I take issue with the assumption that 
these statements portray the real function of the 
window of today. To my mind, the true func- 
tion of the window is to create desire, not merely 
to remind. To tell the merchant’s story with a 
human and dramatic appeal. As the motion pic- 
ture visualizes the thoughts and motions of the 
author, so should the window reflect the mer- 
chant’s story. 

A delightful example of this came to my atten- 
tion a few months ago. R. H. Macy, in New York, 
presented a window with a typical stage setting 
of a storm at sea. Lowering storm clouds and 
white-capped waves in a dimly lighted setting 
were illuminated at intervals by realistic lightning 
flashes. In the center was a full-rigged ship with 
tattered sails and broken spars driven before the 
storm but headed towards a single star that showed 
in a rift in the clouds. ; 

In the foreground a simple card told the story 
of how R. H. Macy, then the master of a trading 
ship, had been wrecked and blown from his course 
in the Indian Ocean:during a tropical hurricane, 
but had saved his ship through laying a course by 
a solitary star that had appeared on the horizon. 
He believed it to be an omen, a star to guide him in his 
time of trouble. 

A grippingly dramatic story of the Macy trade- 
mark, the Red Star that now distinguishes the 
Macy enterprise. It made one eager to believe 
that Macy had been true t6 his lucky star and that 
his house was founded on sterling, God-fearing 
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principles, auguring honest dealing. 

Another excellent example of window adver- 
tising occurred not long ago in an Omaha bank. 
Knowing the author of it, I learned this story. The 
bank was located on a prominent downtown cor- 
ner with windows on the principal street, but the 
entrance on the side. Seeing no value in these 
windows, the directors leased ‘them for cigar and 
confectionery stands. An election of officers, how- 
ever, brought in a new vice-president, a man who 
knew merchandising—and the value of windows. 
His first official act was the cancellation of the 
leases on the windows, much to the disgust of the 
directors who saw in them only so much waste 
space. But going ahead with his idea, this man had 
installed in one window an incubator and a repro- 
duction of a laying hen. In the other, a brooder 
and miniature poultry yard attracted the attention 
of thousands. A simple card told the story of a 
year’s increase from a Single egg, as an incentive 
to put away that much-talked-of nest egg. 

The results of this experiment furnish a graphic 
example of a homely but highly institutional window 
advertisement that also had selling value, for in one 
year those windows increased the savings accounts of 
than bank over one hundred thousand dollars! 

The most valuable window space in the world is 
said to be the State Street frontage of Marshall Field 
in Chicago, yet it is rarely that the Field windows show 
anything but a magnificent stage setting as a back- 
ground for merely one or two figures, perfectly ap- 
pointed. 


So far I have referred to specially designed win- 
dows only, but it is good to observe that the national 
advertisers are also begining to grasp the idea of win- 
dow advertising. In visiting Cincinnati less than a year 
ago, I was struck most forcibly with the effectiveness 
of a small Fifth Street furniture store window. It was 
simplicity itself—a single chair on which was piled bed- 
clothing, and a half-opened Kroehler folding bed. The 
dramatic advertising appeal was introduced by the use 
of a single figure, a life-size cutout of a woman in 
housewife garb. The woman was bending forward 
with outstretched hand resting on the handle of 
the partially opened bed. The face was turned to- 
wards the sidewalk and its expression told the story, 
“So Easy.” 

It is these tangible appeals to the human side 
of people that lifts a dealer’s window out of the 
display class and makes of it a true advertisement. 
Of course, there are times when a straight display 
of merchandise is necessary and justifies itself. 
Then there are other times when the mere attach- 
ing of price cards to the items displayed constitute 
a real advertising appeal. Again, there may be 
times when a mass showing of merchandise will 

(Continued on page 67) 
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Display Solution For Sales Problems 


Suggestive method of displaying merchandise found to be most 
powerful—Setting should always be subservient 


By HAROLD L. BRAUDIS 
Display Manager, Meekins, Packard & Wheat, Inc., Springfield, Mass. 


OR fourteen years a large mercantile con- 
cern tried to get the best results from new 
systems, new buyers and more advertising. 
Every known merchandising method was 

tried, every idea that had proven successful for other 
institutions tested, but in every case found wanting. 
Fimally, after these unsuccessful results, an ent:rely new 
battery of windows was decided upon—a set of display 
windows that would cause people to cross the street, 
yet would never detract the eye of the public away from 
the merchandise being shown. 

Immediately following the opening of these windows 
the crowds began flocking to witness the new settings 
and see the results of the work that had been carried on 
behind the curtains for_several weeks. An increase in 
business was naturally expected by the store, but their 
expectations were gratified by one of the most profit- 
able weeks in their history. The displays were the talk 
everywhere, that talk was publicity and that publicity 
brought new customers. 


esi it *, “y 
ge » F*) 


Beautifully Arranged Showing of Silks Exhibited by Mr. Braudis During Fabric Fashion Week for Meekins. 
Packard & Wheat, Inc., Springfield, Mass. 


The power of any display is obtained from the ar- 
rangement given the merchandise,and it should never . 
become subservient to the setting, for goods are shown 
in order to sell them and for no other purpose what- 
ever. A display hav:ng grace and beauty as well as 
art, combined with practical sales-pulling power, is 
bound to show real results. 

A store which has a reputation for exhibiting at- 
tractive displays is also known as one having merchan- 
dise of a high standard, and in every way an up-to-date 
establishment. If you go into a café and the food is 
not made to look attractive you naturally form your 
opinion that that café is not for you to visit again. It 
is the same with all lines of merchandise, for when well 
displayed it is a valuable asset to the business. 

Another great advantage of display is the educa- 
tional side, which is coming to the front more and more 
each day. The people are being educated to finer mer- 
chandise, finer appreciation of art and a finer sense of 
value concerning the goods for sale. Such valuable 
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results have been obtained almost wholly through win- 
dow display, and it has brought about the improvement 
of stores, more modern in every way. 

Displays are new recognized as necessary mediums 
by the manufacturer and jobber, as well as by the re- 
tailer. This co-ordination of effort means greater busi- 
ness for all, for if the retailer displays his merchandise 
attractively and the passerby BUYS, that starts bus:- 
ness. When the manufacturer issues a series of styles 
they are first displayed attractively to the retailer, who, 
in turn, does the same to the public, each fully realizing 
the powerful influence of this medium. 

The results derived from window displays has in- 
creased to such an extent that various concerns all over 
the country have allotted certain sections of the interior 
of the store for displaying merchandise to be found in 
other departments. 

Never before have so many seasonal opening dis- 
plays of “Fashion Showings” been exhibited on living 
models in the store window as were conducted this 
spring. Retailers all over the country have analyzed 
this event and have found that they have rece:ved more 
immediate results through its use than with any other 
method attempted. It has surely proven its real value 
to every one. 

When big ideas are being put over in displays the 
ptirpose is not so much merchandise display as mer- 
chandise selling. One interésting look is worth more 
than a thousands words of advertising. The time has 





Elaborate Yet Dignified Setting Created by Mr. Braudis for the Display of Spring Wearables. 
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come when the public must be shown the goods they 
desire in the most dignified and appealing way. 

All displays of this nature have real power of sug- 
gestion. During the first of January we created a very 
elaborate display of women’s wear for the southland. 
This exhibit was carefully planned and every detail 
given the utmost attention in our endeavor to give the 
people an elaborate yet dignified showing of these vari- 
ous fashions for the south. 


The display was unveiled on Wednesday morning 
at eleven o’clock. Three wax models were shown 
wearing three beautiful dresses, with coats and milli- 
nery ‘n harmonizing colors. This display caused crowds 
to continually pack the sidewalks, and before noon the 
following day the complete outfit on two of the figurea 
and the coat from the other model were sold. 


So great was the response to the hats displayed that 
a change of millinery on all three figures was made 
twice, and on one of them three different times. The 
cash value of this setting in one day’s showing resulted 
in the actual sale of merchandise valued at $691.50, in 
addition to the publicity received. 

The increase of sales in other departments, the 
addition of many new customers to the better class of 
trade, and the sales-pulling power of getting those cus- 
tomers into the store proved that merchandise attrac- 
tively displayed, with a proper atmosphere, will produce 
more than gratifying results. 
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Use of Fabrics for Display Purposes 


Remarkable increase shown in use of expensive fabrics by all classes 
of retailers to create effective settings for merchandise 


By DAVID A. STONE 
President, Windowtrim Fabrics, Inc., New York City 


T is very interesting to note the nation- 

wide awakening to the value of eye- 

attracting fabrics used harmoniously in 

conjunction with the merchandise on 
display. The successful department store or mer- 
chant realizes in full that his windows are con- 
sidered by the public as the outer visible evidence 
of the general tone of his establishment. The set- 
ting, therefore, of any window is of paramount 
importance and is given first consideration in every 
well-planned window. 

Too often the smaller and probably less suc- 
cessful merchant arranges the merchandise in his 
window and decides as an afterthought that a few 
pieces of plush, silk, Or some other fabric, draped 
at random, are needed to liven up the general ap- 
pearance of his window. The best of actors or 
plays would be flat without the proper stage set- 
ting to back up the story of the play, and yet what 
else is the retail window except the stage setting 
of the merchandising play which the merchant is 
offering to his audience. 

The success of the large retail chain organiza- 
tion is unquestionably largely due to the effective- 
ness of their windows, and it would, indeed, be a 
revelation to many a retail merchant if he could 
but follow the various steps in the planning of such 
windows. 

In many such organizations a complete store 
front fully equipped is maintaind in the display de- 
partment where the display manager works out 
his forthcoming trims. Many chains deal in but a 
single commodity or in articles of a similar nature, 
and there is, therefore, excepting possibly for the 
various seasons, little variation in the goods to be 
displayed. In such cases, therefore, the whole prob- 
lem of the display manager consists in the changing 
of the setting. Similarly in all the other branches 
of retail merchandising, irrespective of whether one 
article, or ten thousand, are handled, the planning 
of the setting is or should be the very first con- 
sideration. 

Very frequently the fixtures and lighting effects 
are varied but invariably the entire flash glance 
and permanent vision of the window must be 
changed. This objective is obtained mainly through 
the different colors or different qualities of various 
_ fabrics suitable for display work. It is the primary 





reason why such organizations in recognition of 
the fact that their business is being increased by 
their window effects are willing not only to pay 
increasing salaries to good displaymen, but also 
recognize the necessity of using good materials in 
their trims. 

There are many such chains who originally com- 
plained at using thirty and forty-cent a yard goods, 
who now insist on the use of fabrics costing many 
times this amount, and in case there should be 
doubt in anyone’s mind, this applies to windows 
showing lowest priced fully as much as to better 
grade articles. 

Certain types of fabrics are more suitable to 
certain commodities or lines than others. Thus, let 
us say, a drug window can not, as a rule, use the 
same kind of fabric as a men’s clothing display, 
or a millinery trim the same as a shoe store. And 
don’t think because you handle stoves or sinks, 
linoleum or beverages, radios or cigars, that there 
isn’t a fabric which will offset the display. 


It is self-evidently impossible to deal with these 
two problems in this article, as they are dependent 
entirely upon the nature of the merchandise to be 
displayed. Color can either be by blend or contrast 
and very generally speaking full or three-quarter 
length backgrounds go well with standing objects ; 
panels and pedestal drapes where the highest dis- 
played article is about level with the public eye, 
and ground and curtained drapes where the articles 
displayed are on several levels. 

The floor covering has ofttimes been quite a 
teaser to many a displayman, but where a solid flat 
covering is desired a fabric is now being used with 
excellent results, while a number of very suitable 
materials, depending both on the season of the year 
and the display itself, can be utilized where ground 
puffing is desirable. 

In this era of window appeal to the public it 
well behooves the individual merchant to give every 
thought to the draperies used in his windows, as 
many a display can be spoiled through the use of 
cheap or ill-appropriate fabrics and colors. The 
first cost of good materials can be looked upon as 
a business investmnet of primary importance, and, 
with proper care, they are ofttimes the cheapest in 
the long run, as they can frequently be used in 
subsequent trims. 
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Whole Store Studio of Displayman - 


Inspiration and suggestions for displays may be found in every section 
of store—They should never lack beauty or originality 


- By JAY RIETBERG 
Display Manager, The Boston Store, Grand Rapids, Mich. 


EARS ago, when the art of window deco- 
rating was in its swaddling clothes— 
when a store’s wares were jumbled in 
the front of the store and tumbled into 

the windows—a few enterprising merchants in- 
jected ART into window trimming and immediately 
reaped returns in publicity and increased sales. 

So with the introduction of wax models, artistic 
stands and more thoughtfully arranged windows 
the embryo of modern window display developed 
and gradually the store windows have advanced 
from a fairly subordinate place in merchandising 
to one of the foremost factors. 

The modern window brings to the shopper a 
breath of the store, thrusting into prominence a 
department, a seasonable article, a novelty or a 
style and color, emphasizing a sale or introducing 
the very season itself. It can be made breath- 
takingly lovely, sensational, novel or forcefully an- 
nouncing a value event. In fact, windows today 
are a panorama of the store’s very life and one 
should recognize no limits in creating interest in 
the institution they advertise. 


Artistic Spring Fashion Display by Jay Rietberg, The Boston Store, Grand Rapids, Mich. 


Windows are the merchants’ last word to the 
public—the final message of a carefully laid cam- 
paign—and the conclusive argument of a sale itself. 
The store’s buyers search the markets for the mer- 
chandise they, believe will meet the demand, the 
advertisements tell the shopping public about it. 
and the windows show them. 

Last autumn, after The Boston Store, of Grand 
Rapids, made a complete change of windows, in 
architecture, in lighting effects, in backgrounds and 
furnishings, it was interesting to see how they 
proved conclusively what an important unit they 
are in this store’s organization. They not only dig- 
nified and beautified the store, but exploited better 
than ever before the store’s merchandise. Thou- 
sands of prospective customers were drawn to the 
displays and into the store. 

3ecause the whole store can be the studio of 
the modern displayman—because every depart- 
ment, every section and floor diffuses inspiration 
and suggestions—windows should never be mean- 
ingless in display and should never lack originality 
and beauty. 
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Window Displays That Create Sales 


Merchandising methods effective in one field not always adaptable for 
general use, although principles may be of a similar character 


By WILLIAM G. WERNER 


Advertising ManagersThe Procter & Gamble Co., Cincinnati, O. 


WO window displays. A crowd in front 
of one, but nobody stopping to look at 
the other. The one sells goods; you 
can watch people stop to look, then step 

inside the store to buy. The other window appar- 
ently is unnoticed and ineffective. 


Why does one window display arrest attention? 


Is it pretty girl pictures, handsome cut-outs, im- 
pressive backgrounds, elaborate decoration, strik- 
ing colors? 

Apparently not. Our experience in checking re- 
turns from differer* windows leads us to believe 
that the factor which makes a window display ar- 
rest attention has little to do with mere prettiness, 
and a great deal to do-with spontaneous selling ap- 
peal. 

A small store on the “Square” in the center of 
a midwestern town wanted to. make a real impres- 
sion in featuring a special sale. The proprietor 
thought for a long time, to determine what kind of 
window display 
he would have. 
On the day of 
the sale his store 
was _ crowded 
and his_ stock 


quickly—all _be- 
cause of one 
piece of adver- 
tising material 
which he care- 
fully placed in 
his window— 
ONE PIECE. 
What he did 


was to cut a 
three-foot circle 
of red paper 
and paste it to 
his show win- 
dow, with a 
good-sized win- 
dow poster fur- 
nished by the 
manufacturer to feature the sale, in the center of 
it. But that window, visible for a block away, 
attracted attention—the first proof of effective 
use of window advertising. For such material does 


2 [VORYsoxr FLAKES 


moved out “| dainty 





Model Display of Ivory Soap Flakes Designed to Create Sales. 


not pay its salt if it is not placed in a way to at- 
tract attention—attention that leads to desire. 
Nowadays we do not try to “decorate” or “trim” 
windows—we try to equip them to sell goods. 
That is why men who are thinking carefully 
in display work consider windows in terms of re- 
sults—sales results. You see the effect of such 
thinking in the steady trend away from the large, 
elaborate “pretty girl” cut-outs toward live, strik- 
ing trims with a strong sales idea built in them. 
You can see the results of such thinking in 
the increased demand for trims which have a good 
sized “header” or center strip on the glass and 
frequently striking side strips, all of which can be 
read from far off. The men who have designed 
these pieces realize that elaborate, heavy “pretty 
girl” cut-outs do not offer sufficient compensation 
for their obvigus shortcomings, for so often they 
must be placed far back in the shadows and they 
therefore usually can attract attention only when a 
passerby stands 
right in front of 
the window. 
On a busy 
street, through 
the center of a 
large city, side 
by side, were 
two illuminated 
grocery win- 
dows. During 
}a half hour 
between 7 and 
8 o’clock at 
night, 75 people 
stopped at one 
of these win- 
dows and looked 
in. Five people 
stopped at the 
other window. 
Had the store 
been open, no 
doubt many of 
the people who 





stopped at the one window would have been tempted 
to go inside and patronize the store. 


What caused men and women to stop and study 


with interest one of the windows while the other 
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one hardly held a single passerby? The window 
that didn’t pull was filled from front to back and 
from floor to roof with everything a grocery could 
handle—from canned.mushrooms to dried prunes. 
Not a single “breathing space”—not a point of re- 
lief from the jumble of grocery products could be 


found in that 





window. It was 
designed upon 
the false pre- 
mise that a win- 
dow well filled 
with a variety 
of merchandise 
will be sure 
to contain some- 
thing which will 
interest every- 
body who passes 
by. 

The other 
window — the 
one at which 75 
people stopped 
—contained 
nothing but a 
table, laid out with cloth, plates, cups and saucers, upon 
the middle of which was a large, juicy, clove-studded, 
baked ham that fairly tempted one to burglarize 
the store. It was planned to do one thing and it 
did it well; it sold the atmosphere of high class 
food products for that store. 

The jumbled window might be likened to an 
advertisement that tries to tell the whole story 
about the product—from factory to set screw. The 
simple window may be likened to an advertisement 
that is content to hammer home with a wallop one 
single, dominant, important selling point about a 
product. It emphasizes the first principle of effec- 
tive window display technique—simplicity. 

About the hardest kind of a task in the world 
is to do a simple thing well. The solution of many 
sales, credit, or merchandising problems is found 
in the application of methods so simple that they 
are hard to apply because of their very simplicity. 
The basis of simplicity in window display work 
as in anything else, however, is plan. — 

A sign reading “Gold Watch Special—One Free 
with every two you buy,” in a jewelry store win- 
dow would probably elicit your comment, “That 
man must be crazy.” You would say that people 
don’t buy gold watches that way. On the other 
hand, many a grocer, merchandising soap, for in- 
stance, could quickly fill his store with patrons by 
featuring a more or less similar offer with a leading 
brand of soap. . 

This goes to show that no man can generalize 


i 


Suggested Setting by Procter & Gamble for Quantity Offer Display. 
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in ‘merchandising to the extent of insisting that 
the methods which are effective in one field will 
necessarily be effective in their fields. Yet the 
principles of merchandising—not the methods, but 
the principles—may be rather definitely determined 
and certain trends of public thought may be applied 
to the sale of 
soap, soup or 
perfume. 

For instance, 
the principle of 
“free” offers 
may be applied 
in the same way 
with all com- 
modities in the 
hardware, gro- 
cery or gentle- 
men’s furnish- 
ing field. But 
the value of ap- 
pealing to peo- 
ple, particularly 
to women, with 
a “something for 
nothing” offer 
may be accepted as a basic principle in merchandising 
for many lines, different though the application may be. 








A hosiery dealer. for instance, thought he was 
“stuck” with a rather large line of a certain kind 
of hosiery, when a friend told him of a “Buy Two 
and Get One Free” deal on soap offered by a nearby 
grocer. The next day the hosiery dealer’s window . 
offered, “Buy Three Pairs of These Stockings and 
We Will Give One Pair Free.” He moved a nor- 
mal two years’ turnover of stock in two weeks, 
and the line he thought he was “stuck” with is 
repeating at a good profit today. 

There are grocery merchants, who for reason 
of policy, do not believe in displays of goods with 
prices, in special offers, or in quantity deals “to 
attract trade,” but there are many, however, who 
have learned the fallacy of the “wait until they need 
it” form of merchandising and who now attribute 
a large portion of their success to the proper use 
of window and counter displays. 

The artistic beauty of many elaborate pieces 
of display material leads merchants away from the 
very important principle of giving the consumer 
both a reason and an inducement to ‘buy, rather 
than a mere claim of desirability which does not 
create immediate action. Many a show card or window 
streamer which in itself may seem rudimentary may 
prove far more effective in terms of actual sales than 
many elaborate costly displays. 

That fact, after all, is the final test—the ability 
to sell goods. 
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Public should be kept interested in windows through use of attractive 
background arrangements— Wheel goods display often neglected 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


ISPLAYMEN should not save all their 

best efforts for the spring and fall open- 

ing windows and other special events, 

but should give the public some good, 
interesting settings in between seasons. Keep 
them interested in your windows and they will go 
many blocks out of their way to see what you 
are going to present next. 

One of the most neglected sections of a depart- 
ment or furniture store, so far as display adver- 
tising is concerned, is that devoted to baby car- 
riages and go-carts. It has long been considered 
a very difficult class of merchandise to display, but 
to show it to the best advantage it is necessary to 
have interesting surroundings. As a suggestion 
for properly presenting it through the show win- 























Background S uggestion for Display of Baby Carriages and Go-Carts by J. Walter Johnson, Portland, Oregon. 


dow this drawing is offered. 

A scenic panel goes a long way in helping to 
put your windows across, especially one with a> 
touch of human appeal in it. The outdoor season 
is here and this is the time of the year to do the 
heaviest advertising of wheel goods. The results 
will be amazing. 

This setting need not be a “one week” back- 
ground, for it is one easily changed and can be made 
practical for featuring different lines of merchandise. 

Give window recognition to all classes of merchan- 
dise as well as to a few favored departments that are 
more easily displayed and your store will notice a steady 
increase in the sales of merchandise generally thought 
of as being bought only when needed, regardless of any 
special effort to promote it. 
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To Follow Up His 
Window Display 


The show window attracts prospec- 
tive customers to the store. But after 
they are inside, the show case does 
the actual selling. 


Light Up 
Display cases must be well lighted 
to attract attention. Scoopettes, with 
their efficient corrugated silver mir- 
rored reflecting surface, do the trick. 


X-Ray Scoopettes 
Are standard for show case lighting. 
They are highly efficient, small, neat 
and inconspicuous. They confine the 
light to the case and conceal the light 
source from the view of both cus- 
tomer and clerk. 


Increase Your Sales 


= Customers want the things they see 


A 4-light standard package opened, : best. Stimulate their desires with a 
display that is lighted with X-Ray 
Scoopettes. 


FOR IDEAS WRITE 


CURTIS LIGHTING, INC. 
1114..W..Jackson Boulevard 


CHICAGO 


31 W. Forty-Sixth St., New York 
3113 W. Sixth St., Los Angeles 
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Planning Y our Show Window Eighting 


Typical window lighting installations discussed in second article of 
series by national authorities—Three essentials in good system 


By J. J. MCLAUGHLIN and R. L. ZAHOUR 
Illumination Bureau, Westinghouse Lamp Co., New York City 


OST progressive merchants are aware of 

the fact that the drawing power of a 

well-arranged show window display lies 

in an adequate and properly designed 

lighting installation. But few are familiar with 

modern show window lighting practice and methods 

of installation that will insure good illumination 
as well as flexibility in its use. 

A modern window lighting system is designed 
to enable the merchant to use various intensities of 
illumination in the window as he desires, and use a 
concentrated beam of light on a particular article 
of the display which he wishes to emphasize. 
Methods employed to obtain this flexibility in a 
lighting installation will be more fully described 
in the following paragraphs of this article. 

A good lighting system has three essential 
characteristics; light of an adaquate amount, light 
in the proper direction (effected by the use of good 
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AVERAGE ILLUMINATION— MAIN STREET STORES 
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FAIR ILLUMINATION— SIDE STREET STORES 


Figs. 1, 2 and 3.—Locations of Centers Necessary for 
Good, Average and Fair I\lumination. 








standard show window reflectors,) and light sources 
properly shielded from the observer’s eye. 

A simple yet fairly acccurate method of deter- 
mining the number of lamps and lamp sizes neces- 
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Fig. 4.—Interior View of Excellent Lighting Installa- 
tion Used by Moran’s Stationery Store, Bloomfield, 
New Jersey. 


sary to give adequate illumination in the window 
is as follows: - 
TABLE Aw 


Quantity of io Watts per Sq. Ft. 

Illumination of Floor Area 
ONT Sak POE Use SRD PM Pr et PTS 5 
Wait: Sone i eee ee eee 10 
POE bb ere cid ebaet aise eneiimimaee 15 
CQO oo a 8 i ae hee 20 
Vr I ea ie ae ee 25 
TOMBS Gs 2 eee SBR as ae 45 


Referring to Table A, it is clear that good light- 
ing installations have between 15 and 25 watts per 
square foot of window floor area in a medium size 
store. Multiplying the value selected by the floor 
area of the show window will give the total watt- 
age necessary to illuminate the window. The most 
efficient and economical lamps for general window 
lighting are the 100, 150 and 200-watt size; the 
necessary number can be determined by dividing 
the total wattage by that of the chosen lamp. 

In small and medium-sized stores, however, a 
better distribution of light can be had with the 
use of more low wattage lamps, say 75 or 100-watt. 
than by the use of a few large wattage lamps which 
are apt to create a “spotted” lighting effect on the 
display. Likewise, a system with many outlets is 
advantageous in that the arrangement of wiring 
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The window display that makes the passer buy 
is one of undoubted “class,” and not the clever, 
novel arrangement that stops traffic but fails to 
pull buyers inside. 


“Stunt stuff” won’t build up prestige or good- 
will, though it may cause tongues to wag and 
brains to speculate. The passerby shops where 
values are insured and backed up by the store 
owners. And invariably we find that the windows 
of all such stores reflect the policies of the man- 
agement. 

To impress upon the public the stability, dig- 
nity and undoubted prestige of your store, noth- 





Considering the sales value of Newman Bronze 
Window Signs, and their guaranteed permanence, 
the initial investment is very small. Even though 
you may wish your trade-mark or signature or 
letterhead accurately reproduced, two or three of 
these big little boosters will cost only a few -dol- 
lars. And the returns in actual sales will pleas- 
antly surprise you. 


So if you are constantly striving to build up 
prestige via the show-window route, we offer you 
an opportunity to invest in signs that will aid you 
in wonderful fashion. 





ing can equal NEWMAN BRONZE BUSINESS 
BUILDERS—those permanently beautiful. little 
signs that stand in the windows of all leading 
American merchants. 


They are at once artistic and useful, for they give to your 
displays a tone and a forcefulness that cannot be secured 
through the use of painted cards or obviously cheap signs. 


Ask us fer suggestions and estimates. There 
are positively no obligations involved and you 
may be mighty glad that you consulted with us. 


N. B. We are the largest makers of brass railings and 
store directories with removable letters in the U. S. 











Representatives Wanted Everywhere Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 
Founded in 1882 420 ELM ST., CINCINNATI, OHIO 


a oan on Suu Suu ~wwwr Petra 

















REED’S Fine Texture CREPE PAPER 
“In Colors Which Rival the Rainbow” 


Paramount in quality and intensity of color, the effects pro- 
duced with REED’S FINE TEXTURE CREPE PAPER are 
unusual. Up to the minute in tints and shades, this highest 
grade product has been granted leadership as a decorative 
material. 





The colors are rich and soft and the thirty-eight shades offer a selection to meet every requirement. It is 
put up in folds 10 feet long and 20 inches wide, each fold in a lithographed cardboard folder which pro- 
tects the Crepe Paper from damage. Packed 12 folds of a color to a box. 


From this Crepe Paper the REED Line of Party Goods and Decorations is made, which include Party 
Favors, Electric Shades, Party Hats, Candy Baskets and Novelties. 


Send for Sample Book 


“We 
Favor the 
World” , 
Our Service Department Bulletin No. 202 gives 
pin — — Pik ge many suggestions for Ar- 
our products. x tistic Window Display. 


4 WILLIAMSPORT, 
‘ PA. 
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circuits renders it possible to use higher wattage 
lamps without overloading any one line and at the 
same time enables the merchant to use various 
amounts of light as he desires (the latter feature 
will be more fully discussed in the paragraph on 
circuits.) 

Referring to Table B, classify the location of 
your store and not the spacing of the window out- 
lets. This spacing distance is measured from the 
center of one lamp outlet to the center of the ad- 
jacent outl@t. 


TABLE B 
Store Intensity Spacing of 
Location of Lights Lamp Outlets 


Metropolitan District 25 watts per sq. ft. 12-inch centers 


Main_Street Stores .20 watts per sq. ft. 18-inch centers 
Side Street Stores 15 watts persq.ft. 24-inch centers 

For example, a store located on the main street 
of a fairly large size city has two show windows 
8 feet long and 5 feet-deep and a height approxi- 
mately 1.5 times the depth. Turning to Table A 
and the second item of Table B we find that 20 
watts per square foot will give the necessary 
amount of light. Multiplying 20 by the floor area 
of the window 8x 5 will give us 800 watts as the 
total wattage required. Laying out the outlet lo- 
cations in the sketch Fig. 2 on 18-inch centers, we 
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Fig. 5—View of Window Lighting Installation of a Large Department Store—The Outlet Co., Providence, R. I. 
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find that 8 lamps are required. Dividing the total 
wattage of 800 watts by 8 we obtain the value of 
100 watts per lamp—hence we choose to use eight 
100-watt Mazda gas-filled clear bulb lamps for 
each window. 

To obtain proper direction of light on the dis- 
play, any good standard type of show window re- 
flector made by various companies should be used. 
Window reflectors are designed to allow no light 
to be scattered out over the sidewalk, but to spread 
the light evenly over the display where it is most 
desired. The use of bare lamps without reflectors 
will result in loss of light, lower intensity, and poorer 
efficiency, as explained in the first of this series of 
articles. 

To obtain highest efficiency from a good lighting 
installation, it is important that the background of 
the window be finished in light colors. Warm gray, 
cream white, and caen stone shades are excellent 
practice. It is extremely important the the light 
sources be shielded from the observer’s eye, and to 
accomplish this a short curtain or valance is usually 
hung between the reflector equipment and front 
glass. This valance should be hung low enough to 
conceal the light sources even when the passer-by 
(Continued on page 77) 
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Porcelain Enameled Steel 
Drawn in One Piece 
Gray Outside--- White Inside 


Wheeler K-7—the latest development in Window Re- 
flectors! Especially designed for greater efficiency in 
display -lighting. 


Unbreakable—easily cleaned—conveniently installed 
and removed. 


Has one of the most efficient reflecting surfaces known 
—white porcelain enamel. It will not dull or discolor 
with use. 


Wheeler K-7 gives a beautiful, brilliant, white light that 
brings out the true value of your merchandise, elimi- 
nates shadows and dim corners in your display—and 
gives you ‘better and brighter windows!”’ 


--- the Window Reflector 
of greater efficiency 





Boston, Mass. 
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Color Screens m sets of 
four—one each of red, blue, 
green and amber—can be 
provided for use with 
Wheeler K-7. They are held 
in a frame which ts firmly 
fitted to the mouth of the 
reflector by two springs. 
The entire adjustment 1s 
easily attached or removed 
—and one which greatly 
increases the beauty and 
attracting powers of any 
display. 





Mail this coupon Saag 1 WHEELER REFLECTOR CO., 


today 


WHEELER REFLECTOR CO. 


275 Congress Street, Boston, Mass. 


Please send me Bulletin No. 2 and complete information 
on Wheeler K-7 Window Reflectors. 
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Display Great Educational Medium 
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People taught to appreciate beauty in art, good style in dress, 
harmonies in colors—Accept items displayed as correct 


By E. W. SAMSELL 


Dispiay Director, Young-Quinlan Company, Minneapolis, Minn. 


HAT is window display and why is so 
much made of it? Primarily, window 
display is the simple matter of show- 
ing what we have to sell. Secondarily, 
it is the subtle art of showing what we have to 
sell in_a more attractive way and at a better price than 
offered by our competitors. 
The first step of progress in display is putting 
a plan back of display principles. Bear in mind 
those two points—first, to sell things, and second, 
to sell more and better things. These are the 
basic principles and fundamental reasons for win- 
dow display and will, no doubt, always remain 
so. But there is a greater field, a more advanced 
stage, and more profitable use for window display. 
It is the educational possibilities of display wherein 
people are taught to appreciate the beauty in art, 
good style in dress, harmonies in color, refinement, 
comfort and gobd taste in home making. 


People have come to where they accept things 
to be correct and proper when they are shown in 
windows. The stores and shops know that people 
expect this of them and are exceedingly careful to 





“Fashions of Today’ Display by E, W. Samsell, 


live up to these expectations. And the continual 
practice, planning and placing of such displays by 
a great many stores and shops in the larger cities 
where a great mass of people continually watch 


_such displays is quite naturally going to be an in- 
“spiration and education in their thoughts, lives, 


personalities and character. 
Good displays are, therefore, educational and 


inspirational. Style displays inspire better taste in 


dress for men and women alike. An attractive liv- 
ing room arrangement inspires one to provide 
more comforts for a happy home life, which is 
the foundation stone for all higher cultures. 


From the psychological standpoint, the display 
man as a psychologist is an aesthetic person, a 
charmer, indeed, who knows his purchaser’s mind, 
and, especially in America, the feminine buyer’s 
mind, her taste; her following is a big job in itself, 
because, as you know, she changes her mind so 
often. But the fact that she does change it so often 
is a point that must be met. The display man 
must know his buyer’s mind so completely that he 
can begin with her present desires and taste and 





Young-Quinlan Company, Minneapolis, Minn. 
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gqutr ment 
and Uecorations 


Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 











THE ADLER-JONES CO. l HIGH LUSTRE PLUSH CO. 
643 S. Wells Street 1757 North Central Park Avenue 
Artificial Flowers—Decorations | Plushes, Velours and Display Fabrics 
L. BAUMANN & CO., INTERNATIONAL REGISTER CO. 
357 West Chicago Avenue 13 South Throop Street 
Artificial F lowers—Display Decorations “CUTAWL” Decorative Cutter 
BENJAMIN ELECTRIC MFG. CO. THE KOESTER SCHOOL 
120-28 So. Sangamon Street 314 S. Franklin Street 
Window Reflectors—Lighting Equipment | Display and Card Writing Instruction 
THE BODINE-SPANJER CO. THE MURDISON COMPANY 
1160 Chatham Court | 316 North Michigan Blvd. 
Distinctive Display Decorations | Anaglypta and Decorative Papers 
BOTANICAL DECORATING CO. | NATIONAL CARD, MAT & BOARD CO. 
319-27 W. VanBuren Ave. 4318 Carcoll Avenue 
Artistic Decorations & Artificial Flowers | Show Card Boards, Mat Board, Cut-Outs 
CHICAGO CARD BOARD Co. | PAASCHE AIR BRUSH Co. 
664 W. Washington Blvd. 1902 Diversey Parkway 
Art Poster Card and Mat Board Air Brushes and Accessories 
CURTIS LIGHTING, INC. | SCHACK ARTIFICIAL FLOWER CO. 
1114 W. Jackson Blvd. | 134-40 North Robey Street 
Complete Equipment for Lighting Effects | Window and Intericr Decorations 
THE HECHT FIXTURE CO. SILVESTRI ART MFG. Co., INC. 
20 Medinah Building, Wells and Jackson | 1035 Orleans Street 
Everything in Display Fixtures ' Bakard Compo Display Creations 


Endorsed by most critical and discerning di:»laymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
Copyright 1924 by The Display Publishing Co. 
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guide them into new and unworn styles, to the 
use of new and beautiful fabrics, to encourage the 
use of unusual color combinations and to show all that 
goes into the life of every day. 

Life is being influenced by an intensive lesson 
in the importance as well as the attraction of beauty 
in dress. Go up one side of the avenue of our prin- 
cipal shopping districts and down the other and 
examine the beautiful apparel displayed. How can 
the message of such an amazing fact as the beauty 
of the merchandise be ignored? And again, think- 
ing of the devious resources of those who see it, 
what would the reaction be upon women who have 
but little money for dress? ‘ 

I believe that more women and girls of moder- 
ate means are really helped to make themselves 
good-looking through the effect of window dis- 
plays. 

Visualize two young girls in front of Young- 
Quinlan’s studying something. Finally one will 
say, “I could cut that out, and I see how I can 
make my old velvet cape into a perfectly wonderful 
tunic. I can’t have another dress just now, but 
I’m crazy to use that idea of setting fullness into 
the width by two side flares cut circular. 

Again, as a potential example, some women 
looking at a display where the new and correct in 
accessories are being shown, will say, “If you knew 
how I hate to see you using that bag with that 
coat! Why don’t you come right in now and get 
one of these new leather ones? They are so con- 
venient in shape and material that I know they 
will be ‘in’ a long time.” The mode stirs up imagi- 
nation, and, while its main message is for the store 
which sells it, no business is able to accomplish its 
object without doing a thousand and one other 
things which contribute to its main object. 

To spur on the interest of the passerby is one 
of these important activities of display. The pur- 
chasing power of the public is a fascinating prob- 
lem which is never reached en masse except 
through purchases of individual persons. 

To inspire quickened interest and hunger for 
beauty is not merely good business—it is good 
humanism. 

How can the utter desirability of making life 
more beautiful in every way be worded through 
merchandise in’ such a way as to convince people 
of the soundness of the idea? 

Too much is said about price and bargains, and 
style for style’s sake, and too little said and done 
to ingratiate beautiful possessions. To.improve the 
taste of the passerby, to develop a love of the 
beautiful in surroundings as well as apparel, and 
to carry among the costly merchandise very cate- 
fully selected numbers of more moderate price, but 
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equal correctness of design, is to make more 
people happy, make business better, and leave a 
trail of benefit. 

The retailer who can help people to have 
beauty, not merely want it, is the one who is train- 
ing the public to be an intelligent customer. Is 
anything truer than “seeing is believing?” The 
windows truly are teaching people to adore color 
in daily life, as they never have before. Can the 
reaction be anything but joyful for all concerned? 

It’s a wonderful volume of illustrated life to 
study, page after page, as one gazes into the re- 
markably beautiful window displays. 

The displayman as a historian is of great im- 
portance. He must know historic ornament and 
use it intelligently because he is a visual educator, 
therefore, must be careful that he knows perfectly 
just what he wants the public to get. In this re- 
spect mention of the use of the periods in display 
might be made. This would come particularly 
under the use of backgrounds and stage settings 
for the work. 

Strange mixtures are seen in window decora- 
tions of the Egyptian, Greek, Florentine Renais- 
sance, with a foreground of pure American flapper. 
The periods are dangerous, unless stuck to reli- 
giously and with great consistency. 

The displayman must know art history, includ- 
ing the history of ornament, in order to teach the 
public the correct thing and in order to be a suc- 
cessful teacher he must also be a diligent student. 
He must study humanity in its highest forms and 
grant its needs—beautiful things rather than 
tawdry styles and frenzies of the moment.’ 





BAKARD COMPO HIGHLY ARTISTIC 

The increasing popularity of Bakard Compo products 
for display effects and embellishments bespeaks the su- 
perior designing and finishing of these products. In a 
plant that is devoted exclusively to this work, the Silvestri 
Art Manufacturing Company, 1035 Orleans Street, Chicago, 
Ill., has been able to perfect its composition products until 
they are unrivaled for artistry and durability. 

A trip through the factory is highly interesting and 
educational and is: well worth the time of any displayman 
visiting Chicago. Bakard is an exclusive trade name for a 
secret and patented casting composition that dries stone- 
hard and is comparatively light in weight.. Needless to 
say it is far superior to the ordinary plastic composition. 

This company has its production highly systematized., 
the modeling, moulding, casting and finishing being done 
in separate departments by expert workmen. Its creations 
have been used by the country’s leading displaymen, many 
of the famous Chicago State Street windows having been 
produced with Bakard Compo. 

Besides showing a stock line of the usual composition 
units, such as urns, vases, settees, frieze, animals, figures, 
pilasters, and other items too numerous to mention, the 
company specializes in carrying out the most elaborate 
ideas of the discriminating displayman. A specialty also 
is the creation of special ideas for national advertisers in 
display units for dealer use. 
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|_Al New Window Reflector 


PORCELAIN ENAMELED STEEL 


The Benjamin Elliptical Angle Refiec- 
tor No. 15103N, is remarkably effective 
in distributing an even illumination 
over the entire window trim. This 
results in clear vision and maximum 
use of window space for merchandise 
display. 


The goods displayed in your windows 
tell an important story about your store. 
Their “looks” are an index of the quality 
within. But the drawing power of any 
window trim—no matter how enticing 
—depends upon the clearness and rest- 
fulness of the window lighting. 




















No. 4377 
Our nearest office will gladly send you full in- 
formation regarding window lighting and instal- 
lation fittings which make it easy to install Ben- 
jamin reflectors. These fittings also enable the 
window trimmer to quickly detach the reflector 
for cleaning and then just as quickly return it to 
its place. No. 1406 has screw thread for shade 
holder No. 4377. 
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Laco WJ Colorlite 


a7 w.innswet Benjamin Electric Mfg. Co. = <4 2ryant sree: 


120-128 So. Sangamon Street 
Chicago 
Manufactured in Canada by the Beniamin Electric Mfg. Co. of Canada, Ltd., Toronto, Ontario 


The smooth, velvety white interior sur- 
face is highly efficient in reflecting 
colored light. Modern, scientific win- 
dow trimming demands the use of 
appropriate color in illumination. It gives 
animation and expression. It makes the 
merchandise speak. 


The reflecting surface, easily cleaned, 
is also impervious to heat, cold or mois- 
ture. Fewer lamps, of higher wattage, 
can be used. The reflectors are low in 
cost and a considerable saving can be 
made in almost any installation. Two 
exterior finishes, buff and dark green. 

















No. 1406 


For color lighting the Laco Colorlite is ideal— 
it permits the use of full color effects to bring 
out the beauty of goods under display. There 
is a choice of amber, red, green and blue. 
Readily put on the lamp or taken off. 












28 





THE DISPLAY WORLD 


Price Ticket Makes them Stop and Buy 


Windows with generous quantity of price tickets those of greatest 
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sales power—Color on show card should be used only for cost 


By NED MITCHELL 


Superintendent of Displays, L. K. Liggett Company, New York City 
Text of This Article Copyrighted by N. Mitchell, All Rights Reserved. 


ATE one bitter cold winter’s night I was 
walking down Main Street in Buffalo 
with a friend of mine. A blizzard was 
raging. With our coat collars turned 
up and the snow beating into our faces, it was with 
great~difficulty that we made our way through the 
heavy snow. 
The cold wind blew so hard that it almost took 
our breath away. Suddenly 


Look at the show windows of other stores. 
How many of them do you pass by every day and 
at how many do you glance? 

Hundreds of thousands of sales are lost every 
day and customers sent to competitors because 
some merchants have a mistaken idea that an ab- 
sence of price tickets gives “class” to a store. 
There never was a greater mistake. 

There are many high-class 














something stopped us—it was 


a WINDOW DISPLAY in a 


stores that sell good merchan- 
dise at very reasonable prices, 





haberdasher’s shop—a display 
that in the midst of that storm 
made us wade through snow 
over our shoe tops to get up 
close to it. 

The window was not only 
novel and attractive, but it 
possessed real selling power as 
well—so much so that we both 
came back the next day to buy. 

When a window display has 
the power to attract under 
such unfavorable conditions 
imagine how strong its pulling 
power must be under more 
favorable circumstances. 


For hundreds of years the 
waters of Niagara poured 
over the falls with little or 
no attempt being made to 
utilize their power. 


In a like manner the 
enormous selling power of 
the windows of thousands 
upon thousands of stores 
has been going to waste and 
it is only recently that mer- 
chants in all lines have been 
making attempts to harness 
that power and to put it to 
work for them. 


but the majority of people are 
not aware of the fact because 
there are no price tickets on 
any of the goods in the win- 
dows. Many thousands of 
prospective customers STOP 
AND ADMIRE THE GOODS 
in the windows and then PASS 
ON WITHOUT PURCHAS- 
ING when price tickets on the 
merchandise would cause 
many more to stop and admire 
and a very large number 
WOULD ALSO BUY. 

Ninety per cent of a store’s 
customers know exactly what 


You'll find that the English- 
speaking people are about the 








they want when they come 
into the store, and a large por- 

















same the world over. The 

same appetites and the same desires prevail, and 
it doesn’t make very much difference whether 
they live in Portland, Ore., or Portland, Me., the 
same kind of windows and the same selling schemes 
produce results for you on Amsterdam Avenue in 
New York City or on Main Street in your own 
home town. 

The windows. that seem to have the most at- 
traction these days are the windows which contain 
a generous quantity of price tickets. You can’t get 
away from the fact that most people want to know 
FIRST OF ALL, “What does it cost?” 

In fact, there is one thing that every customer 
must know before making a purchase and that is 
THE PRICE. Unless your prices are so high that 
you are ashamed of them, PUT PRICE TICKETS 
ON EVERYTHING IN YOUR WINDOWS. It will 


pay you. 





tion of the 90 per cent are 
able to ask for exactly what they want BECAUSE 
THEY HAVE SEEN THE GOODS DISPLAYED 
IN THE WINDOW with a sign that gave them 
some information about the goods and told them 
the name of the article in question. 

Don’t have your show card gaudy with colors, 
as it Will detract from the selling force of your 
card and your goods. Don’t try to get all the colors 
of the rainbow on one card. And don’t use more 
than one color cardboard at the same time in your 
store or window. 

Pll tell you why. 

What happens when you look at a show card? 

Do you start in reading right away? 

-You may think you do, but you don’t. 

The first thing that must happen in every in- 
stance before you can spell out a word or read a 
sentence is that all the colors used on the card must 
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register through the eye onto the brain. As soon 
as that registration takes place, then, and not until 
then, are you ready to start in to read the sign. 

A customer looks at a show card and the muscles 
of the eye adjust themselves to receive the mes- 
sages IN THE COLORS which you have selected 
for just that purpose. If you have selected the 
proper combination of colors, they register quickly 
and with little effort. We say that these colors 
harmonize, or that these colors present a very 
pleasing contact. 

Now, the fewer colors you use the more quickly 
they register, and the customer is ready to receive 
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Group of Displays Arranged Under Direction of Ned Mitchel 
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the message from the show card almost immedi- 
ately after the first glance at the card. 

When your cards are all of the same color com- 
bination, the registration of colors made on the cus- 
tomer’s brain from the first card DOES FOR ALL 
THE REST OF THE CARDS IN THE STORE. 
There is no waste of time on the second, third, 
fourth or fifth card, and she can start to read the 
message on these cards without delay. 

If, for instance, you use a black letter on a 
white card, the eyes are ready to receive a black 
and white combination, wherever it appears; there 

(Continued on page 54) 





Top Left and Right, Displays at Store in Knickerbocker Building, Forty-second and Broadway, New York City; 
Center Left, Minneapolis Store Display Awarded Fourth Prize in Recent Window Contest; Center Right, Grand 
Central Terminal Store, New York City; Lower Left, First Prize Winner in Recent Window Contest Displayed at 


Store in Boston, Mass.; Lower Right, Cigar Window Display at Forty-second and Broadway, New York City. 
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Window Display of The Shepard Stores, Boston, Mass., 
showing how Sol Satine can set off a display. 
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SATINE 


BRIGHT AS THE SUN 
WEARS FOR EVER 


This Versatile “‘Sol”’ Satine 


seems to many display managers to have been 
especially made for the exact use of the moment. 


For an elaborate set as pictured here, or for the 
simplest display stand covering, you will find it per- 
fect. For your convenience it is made in three 


widths, 32, 36 and 54 inches. 


Your most critical judgment will approve our ex- 
quisite new assortment of 36 fast colors that borrow 
extra depth from the lustrous finish. 


It wears as you've always wished that draping 
fabrics would, and the extremely low price makes it 
economical. 


Send for sample and color chart. 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 
New York Office: 1140 Broadway 
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Sales Check Reveals Window Power 


Few displaymen know real pulling power of installations or percentage 
of store’s business directly attributable to their efforts 


By RALPH G. HAMER 
Display Manager, Desmond’s, Los Angeles, Calif. 


T has long been the cry among display- 
men that merchants, as a rule, do not 
appreciate the great value of their show 
windows. How many displaymen, 

themselves, have any really definite information on 
this subject? How many know the approximate 
percentage of their store’s business which is directly 
due to show window display? Of course, we all 
know that a window display always gets response 
on the articles shown but most of us have gone no 
farther than just that. 

Suppose that you could show your employer ac- 
tual figures that would convince him that, say, 
thirty percent of his total volume of business was 
directly due to window display. Don’t you think 
that he would be willing to make display a definite 
and very important part of his store’s program? 

A great deal has been written and much thought 
has been given to technic of display but one sees 
and hears very little about the business of display. 
Before this form of advertising can hope to take 
the very important place it deserves in the mercan- 
tile world, it must be put on a sound, business basis. 
This work is largely up to the displayman, himself. 

Perhaps the same methods found successful in 
one store can be applied in other establishments. 
There each clerk or sales person is given, weekly, 
a slip of paper headed “Calls for displayed mer- 
chandise.” On this is listed the class and price of 
articles from the department which are on display. 
For each call for a particular item a check is placed 
after that classification. At the end of the week 
these slips are:collected. The total volume of sales 
“ credited on the slips is checked against the total 
business for the week and a fairly accurate percent- 
age of the business directly traceable to the win- 
dows is obtained. 

In a great many cases the calls are not entered 
and many who came in to purchase goods on dis- 
play bought other articles, so the percentage is very 
conservative. A record such as this, kept over a 
period of weeks or months, will give a buyer a very 
definite idea as to the class of goods appealing most 
readily to the public in his locality. 


Through this system the displayman has a check 
of his own work and the pulling power of it. A 
furnishings buyer had plunged heavily on a certain 
pattern in men’s neckwear. The goods on arrival 


were displayed in the window. At the end of the 
second day, by means of the checking system, it 
was found that the response was not up to the re- 
sults generally shown on this type of merchandise. 

The displayman made a careful analysis of the 
display with a result that the following morning 





Attractive Unit Display of Men’s Wear by Mr. Hamer. 


the display was taken out, re-arranged and certain 
selling ideas incorporated, which the analysis of the 
night before showed to be lacking in the original 
display. At the end of the day the check showed 
that the results had increased amazingly and in a 
few days the ties were practically sold out. This 
displayman had learned exactly what was wrong 
with the display and the was to correct it. 


As long as individuals are different, one from the 
other, each will have his own way of obtaining sim- 
ilar results and who shall say that any one way is 
right or wrong. The purpose of window display is. 
either directly or indirectly, to sell goods, and only 
by checking results in sales can it be known when 
a display is right and when it is wrong. We all 
know that there are certain very definite rules as 
to color, design and composition which must be 
obeyed, but it is in the application of these rules 
that we are most likely to differ. 
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These Captivating New 


MOORISH DESIGN FIXTURES 
Will Make Fall Sales Easier 


Experience has taught ONLI-WA designers the value of 
producing original and practical DISPLAY FIXTURES, and 
these new Moorish Design fixtures are everything that could 
be desired in the way of quality and distinctiveness! Nothing 
smarter or more attention-compelling has ever been offered 
the Display Men of America. 





Striking Miniature Fix- 
tures Designed to 
Match the Larger Ones 


For Displaying 





Jewelry --- 
Toilet Goods --- 


Infants’ Wear 





We'll See You at. the 
Convention Booth No. 37 


and then you can view these hand- 
some fixtures and surely agree 
with us that they will meet all 
féquirements. Miniature fixtures 
to match all..designs which we 
manufacture, also small fixtures. 
together with the screen, can be 
used for displaying jewelry, toilet 
goods and; infants’ wear. 
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THE ONLI-WA FIXTURE CO. 


ST. PAUL AVE. Dept. D. W. DAYTON, O. Lae 
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Friendship In Business Of Display 


Winner of The Display World silver trophy cup tells how friendship 
has aided in the creation of new and unique display presentations 


By FRED A. GROSS 
Director of Displays, The Owl Drug Company, San Francisco, Calif. 


AST Fourth of July, way down on the 
Isle of Borneo, in the heart of jungle 
swamps infested with crocodiles, forty- 
foot pythons, white elephants and what 
not, to say nothing of wild men of cannibal instincts 
lurking in the shadows, a native messenger, ex- 
hausted from his long trip in the terrific heat of 
the tropics, arrived at the Lou Hutt Borneo Expe- 
dition to deliver mail and medical supplies. 
Among one of the effects strapped in the water- 
proof pouch of this native was a muchly stamped 
and badly worn “Merrie Christmas” card from the 
writer to Hutt. The fact that this card got through 
even if it did not reach its destination until the 
Fourth of July was the beginning of a display idea. 
If you will pardon a few personal notes neces- 
sary to explain the object of this article, the writer 
will endeavor to present what he believes a new 
“slant” on display which only too few displaymen 
have given little or no thought whatever. 


And that thought is “friendship in business.” 


You can not let your friends run your business, 





but they can, in many cases, be the direct or indirect 
cause of your accomplishing many new, novel and 
unique, as well as productive display presentations. 
And most of the ideas usually turn out to be totally 
different than you would ever conceive. 


When over two years ago at Christmas time | 
dropped into the local Elks’ Club and heard from a 
mutual friend that Lou Hutt, famous Pathe News 
cameramah, had left on a 24-months’ trip to film 
“Wild Men and Beasts of Borneo” (watch for it 
at your local theatre—it’s good), I sat down and 
dropped Friend Hutt a Christmas greeting card 
and added: “P. S—Should you be able to grab off 
any jungle souvenirs that might look good in a 
window, bring ’em on if you can, and leave the rest 
to us.” 

Well, he did find some things that made up some 
wonderful exhibits. Among them I remember sev- 
eral tiger teeth, native bamboo blow guns for 
“shooting” or blowing poison darts, elephant tusks 
of beautiful ivory, beautiful feathers from the wild 
jungle angus (from which the finest flies are made 





One of the Several Interesting Displays of Lou Hutt Borneo Expedition Trophies Installed by Fred A. Gross in 


Windows of The Owl Drug Company Stores, San Francisco, Calif. 
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o 
‘or fishing), leopard claws, bear teeth, bamboo 
knives honed to a razor edge, wedding combs worn 
by Borneo brides, ancient Malay pirate hand-axes 
known as “kries,” Wayang doll puppets, snake 
hides, and last, but not least, some very handsome 
hand-stenciled batiks. 


The windows he and I built out of those trophies 
are, aS this is being written, stopping traffic in 
‘ront of busy Owl drug store locations, where most 
people are rushing past in “high.” A large local 
theatre is featuring the films, which in turn gives 
our window displays favorable mention in their 
program. 

Cameras, films and accessories accompany the 
exhibits, which actually have increased sales about 
45 per cent over normal. It also happened that we 
could “tie up” this idea with “Take a Picture 
Week,” which is now being observed throughout 
California. 

Now we, of course, would have some sort of 
display in observance of this event, but with the 
timely arrival of the Borneo feature we were 
enabled to hit the idea with greater force and from 
several angles instead of only touching on it lightly 
from one direction. 

Two years ago we had little thought of being 
able to merge all these things into one sales-driving 
pivot, and that is why the writer is stressing the 
friendship idea as especially important in the every- 
day existence of the display manager. 


A display manager should make it his business 
to acquaint himself with business men of impor- 
tance, if only in a “newspaper way”—that of read- 
ing and knowing what so and so is doing, and who 
is who. Sooner or later the time comes where that 
knowledge will be found useful, and, in the major- 
ity of cases, will result in actual benefits. 


Had this Borneo case been one of a few or ex- 
ceptional in its bringing about, we would not have 
considered it worthy of your time in reading. How- 
ever, when, as has been our pleasure, to see them 
materialize year in and year out, one after another, 
much through the same source, mainly friendship 
and knowing who’s who, it seems entirely in order 
to pass this tip along that others may cast their 
bread upon the ever-flowing river of friendship, 
remembering that good-will is the chief asset of 
any enterprise and begins in the individual and not 
what he has succeeded in representing. 


A poor individual, poor in fact and friendship, 
can ruin the good-will of any enterprise on earth. 
Don’t forget results come from: 


“A word or two, 
From a friend or two, 
You never know who.” 








F-R-A-N-K-E-L 


WAX FIGURES 
GARMENT FORMS 
METAL AND WOOD 
DISPLAY FIXTURES 


HAVE SUCCESSFULLY SERVED 


THE DISPLAY PROFESSION 
SINCE 1888 


CURRENT CATALOGS UPON REQUEST 


NO. 32 DISPLAY FORMS NO. 36 RACKS AND HANGERS 
NO. 33 METAL. FIXTURES NO. 37 JEWELRY AND BAGS 
NO. 34 HOSIERY AND GLOVES NO. 50 WOOD FIXTURES 

NO. 35 MENS’ WEAR NO. 51 SHOE FIXTURES 


NO. 32W WAX FIGURES 


“Every Type of Display Fixture Known” 
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~ Windows Reveal Store Character 


Stores judged by appearance of merchandise displayed in windows and 
interior—Both desire-creating and action-getting types effective 


By F. M. FLUKE 
Advertising Manager, A-B Store Company, Battle Creek, Mich. 


“Upon the square where .the people pass, 
He gobbled up a corner that was all platé glass ; 
Fixed up the windows with the best he had, 
And told them all about it in a half-page ad.” 


UITE aside from the fact that there are 
\ usually four such corners in immediate 
proximity to each other—to say nothing of 
countless other corners—all plate glass— 
the problems of effective display are not quite so simple 
as the little jingle indicates. Nor is it confined exclu- 
sively to windows. The interior display is equally as 
important. 





Of all forms of advertising tione éxertxso power- 
ful an influence in the lowering of so-called sales 
resistance as display advertising. Merchandise 
properly displayed speaks a universal language un- 
derstood by everyone. 

Aside from this, however, display advertising is 
the very essence of store individuality. We instinc- 
tively size up the store by the appearance of the 
merchandise just as we size up individuals by their 
appearance and conduct. 

It should, therefore, be recognized that there are 
two objectives in a display advertising compaign. 
These are to build prestige and to advertise the 
merchandise. 

Prestige is a word much overworked nowadays 


SALE PRICE 
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Strong Attention Value Display of A-B Gas Stoves by Charles F. Wing Co., New Bedford, Mass. 


by advertising men. But the prestige in this in- 
stance is another name for influence. It should be 
our purpose, through display advertising, to become 
influential factors in our communities. This can be 
accomplished by weaving into every window or 
interior display some of the store individuality. 
The displays should be timely, artistic, and reflect 
both care and skill in their arrangement and design. 

Window space is the most valuable part of the 
store. There is no argument that display advertis- 
ing costs little. Like all other forms of advertising, 
we can invest in it what we will—and get out of it 
results commensurate with out investment. There 
are, however, certain fixed costs which might be 
termed “overhead” in display advertising, and these 
must be borne in any case. 

There are the costs due to increased rent by 
reason of location, by lighting fixtures, etc. We 
desire and pay for certain locations only that peo- 
ple may enter our store and see our merchandise. 
Is it not logical, therefore, to say that this rent is 
being paid solely for the purpose of displaying mer- 
chandise? How then can one argue that it costs 
little or that it is not worthy of the best attention? 

A brief analysis of window display generally, re- 
veals that there are two quite distinct types which 
are very effective. This is especially true to dis- 


: 

“f 
‘ 
i 
: 





in- 








May, 1925 


plays of gas ranges and other household equipment. 
One type of window may be termed the desire- 
creating type. Such a window appeals largely to 
sentiment or emotion, and depends for its strength 
upon color, arrangement or design. Windows of 
this type are like newspaper advertising of the 
same type—very necessary to the concern who has 
constantly in mind the objective of building for 





prestige or influence. 

On the other hand, the action-getting type of 
window is equally important in the advertising 
program of every successful retail store. In this 
respect also the display follows the same plan as 
good newspaper advertising. 

Christmas, Valentine’s Day, Thanksgiving, 
Mothers’ Day, windows for the June bride and 
other events of common interest offer excellent 
opportunities for working owft impressive windows 
of the prestige type, but their effectiveness usually 
depends upon the originality, skill and artistic abil- 
ity of those who plan them and put them into 
effect. 

The strictly sale or action-getting type of win- 
dow is often overdone and may quite easily be 
brought to the point where it destroys instead 
of builds prestige. Nevertheless, by originality, 
unique arrangements or color effects the sale type 
of window may be developed to a point where it 
will be considered characteristic of the store and 
thus occupy a most important part in the well- 
planned merchandising program. 

To the merchant or displaymen who is ever in 
search for new ideas in striking window displays 
the illustration of the-display produced by Paul 
Lupo, director of displays, Barker Bros., Inc., 
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Striking Display That Is Powerful in Both Attention Value and Prestige Value by Paul Lupo, Display Director, 
Barker Bros., Inc., Los Angeles, Calf. : 


Los Angeles, Cal., offers a suggestion that is pow- 
erful in both attention and prestige value. 

Splendor is given this otherwise simple display 
by the sparkling sunburst centerpiece in the back- 
ground into which has been set an all-white A-B 
gas range. Concealed orange and vermilion elec- 
tric bulbs back of the setting served to produce the 
brilliancy of an actual sunburst of gold, red and 
orange, which made the white range fairly sparkle 
with its immaculate beauty. 

Another display very strong in attention value, 
but doubtless not so strong in prestige value, is 
the display which appeared in the windows of the 
C. F. Wing Company at New Bedford, Mass. The 
white range against a black background and the 
checkered floor gave the window much of its 
effectiveness. 

Like all other forms of advertising, window dis- 
plays must be backed up consistently by carefully 
planned interior displays. This is the last advertis- 
ing appeal and the merchandise attractively shown 
and in a position to be seen by all who enter the 
store is the chief factor in getting the most results 
from the other forms. 

There are practically two methods by which 
gas ranges may be attractively displayed—booth 
and aisle arrangements. The booth type is often 
preferable because it keeps the eye and mind cen- 
tered on the one thing in view—the range to be 
sold. It is also easier to show the good points of 
ranges than if grouped indiscriminately. 

Display advertising—both interior and window 
display—offers exceptional opportunity for origin- 
ality and artistic ability. The possibilities which 
this field offers are unusual and unexcelled by any 
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Reduce your 
lighting bills 
¥3 to Vp 


The Model 75 Floodlight 


will give you more and better light in your win- 
dows at a saving of at least one-third in current 
consumption! This is based on actual tests by lead- 
ing stores. 

You can quickly and easily install these units to 
replace your present system of lighting and flood 
your windows with a brilliant evenly distributed 
light, and eliminate all shadows. 


PRICE, Model 75 Floodlight, complete with univer- 
sal arm, wiring and plug, ready for use, $10.50. 





Color unit to fit same, including frame and five as- 
sorted colors, $3.00. 


Successful merchants everywhere are now using 
these money-saving units. 


Made of metal—WILL NOT BREAK, CRACK or 
PEEL. 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. (Dept. W) New York, N. Y. 


“Best By Test” 

















Good merchandising means good judg- 
ment—and good judgment recognizes the 
many advantages of 


KLEE 


Fixtures 








WRITE 
FOR 

CATALOG 
AND 

PRICES 








Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE. ROCHESTER, N. Y. 

























May, 1925 





other branch of advertising. With the naturally 
rising costs and competition in advertising and sell- 
ing generally—particularly in newspaper advertis- 
ing—retail stores are bound to eventually place 
display advertising first in importance in their ad- 
vertising plans. : 

Carelessly planned and poorly executed displays 
whether of the counter, shelves or case, the floors 
or the windows, can only be considered as injuri- 
ous. To step down from the pedestal of prestige 
through indifference to the proven advantages of 
intelligent display advertising is nearly always de- 
structive. 

There is no such thing as passive advertising. 
It is either positive or negative—either helpful or 
injurious. And since the advertising of any single 
commodity is, in an equal sense, advertising the 
store, it is plain that if it is to be helpful in build- 
ing prestige and good-will it must be good adver- 
tising. 

ARTISTIC DISPLAYS BY SPECIAL FURNITURE 


In the general advancement of the display industry 
it is now interesting to know that the house of David Van 





Blerkom Company, Inc., 115 West 17th Street, New York, 
have realized the possibilities of specializing on furniture 
pieces for window display and show rooms. 

This illustration depicts one of the period arrange- 
ments which they supplied to a large organization re- 
quiring something that was really unique and out of the 
ordinary. In the wide range of novelties which they carry 
are included special mirrors, candlesticks and candelabra, 
consoles, tables, chairs and distinctive art objects. 





BROOKLYN STORE OBSERVES BABY WEEK 

Abraham & Straus, Inc., Brooklyn, recently observed 
“Baby Week” and created a great deal of interest in the 
department devoted to infant wear. A booth with a trained 
nurse in charge was featured where the children were 
weighed and given a complete physical examination. Sev- 
eral prominent windows were devoted to this class of 
merchandise while the event was being held. 
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Display by Killian Co., 
Cedar Rapids, Iowa; de- 
signed by M. H. Luber; 
produced on a CUTAWL. 














A display of Display Fixtures in the 

show rooms of The McCallum Co., 

Pittsburgh. All these decorative units 
were cut out on a CUTAWL 


15-DAY FREE TRIAL 
You can have a CUTAWL sent you for 
a free 15-day trial to enable you better 
to determine its value to you. Write for 

deta‘ls regarding this trial offer. 


Display for Bon Marche, Lowell, Mass., designed 
by A. 


INTERNATIONAL 


UTAWL 


L. Lemieux, who writes, “the CUTAWL 
paid for itself in one month. af 


Display for Dickson-Ives 
Co., Orlando, Fla., by C. 
Walter Johnson, who 
writes, “the CUTAWL is 
the best device offered 
displaymen in 21 years.” 


Makes Displays Like These ---at Small Cost 


See it in operation at the St. Louis 
I. A. D. M. Convention, in June 


NE of the cleverest things you will see at the I. A. D. M. Convention 
in St. Louis in June is the INTERNATIONAL CuTAWL display and 
demonstration. 


The CuTAwt enables you to produce practically any conceivable design for 
display backgrounds, panels, fixtures, or flowers, out of wallboard, cardboard, 
tissue or cloth. Cuts any number of layers of materials up to nearly one- 
half inch in thickness. Saves time in duplicating designs. Gives you better 
displays, and saves you money through the simplicity and speed of operation. 
Write for complete descriptive folder. 


THE INTERNATIONAL REGISTER Co. 
13 South Throop Street, CHICAGO 
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SPECIAL OFFER decoratives you are looking for, with a 
Red: Fiber Roping number of floats and estimates of their costs. 


PER BOLT 
45c 180 Ft. to Bolt 





Fite ate Ideas and Service 


Manufacturers and Importers of Flowers and Floral Decorations 





PARADE 


Time is Here 


You will want the most effective and show- 
iest decoratives you can get and you'll want 
them at the best prices. 


SEND FOR OUR NEW 
PARADE FOLDER 


It is just off the press and contains just the 


Send for it now. Ask for Folder D. D. 1. 
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» ANAGLYPTA - IS 


When Anaglypta was first introduced to the displayman the prices were somewhat high in com- 
parison to the list of today. Through our European connections we have been able to establish 
better relations by buying in larger quantities and are giving our customers the benefit. 
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FOR EX AM PLE The material comprising the above background, $7 5° 
==" which is 12 feet long and 8 feet high, sells for 
When you begin to compare prices with other backgroind materials, you will find there is no comparison. 


— AT BOOTHS No. 64, 65 — 


You will see a treatment of a triple Georgian Arch in bold relief and finished in beautiful har- 
monious colorings. 


—- MEET “ANAGLYPTA” IN ST. LOUIS - 








110 W. 40th Street, 


New York City. THE MURDISON CO., Inc. 28 Wellington St., W., 


Blidg., 
as og he 316 N. MICHIGAN AVE., CHICAGO, ILL. Toronto, Ont. 
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MAKING - GOOD - 


Have you seen Anaglypta yet, the Pride of the Display Field? 


A Relief Product with Price Featured 


Anaglypta is durable and decorative—designed by the finest sculptural artists of Europe. It is 50% cheaper 
and 80% lighter than plaster. 


- Pilasters - F‘riezes - Ornaments - 


STRIKING EFFECTS AND BETTER DISPLAYS 
with “ANAGLYPTA” 


“THE ARISTOCRAT OF SHOW WINDOW DISPLAY” 


FOR FALL 


If you are planning a new background for the autumn season, one 
of the important considerations will be the PRICE—and right here is 
where Anaglypta shines out like a lone star, clothed in quality and 
backed by service. 

Anaglypta will not warp—is unbreakable and can be easily applied 
with paste and brads. It should be your “staple” decorative, “your 
shield and buckler,” whén constructing 


THE BEST DISPLAYS 


You will want to have a copy of our 


CATALOG DE LUXE 


and in order to insure yourself a copy, be sure and register your name 
at Booths 64 and 65. 


MEET US'IN ST. LOUIS 
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BURNING LOGS 








The Architectural and Allied Arts Exposition, held 
at Grand Central Palace, New York City, April 20th 
to May 2nd, was considered the most successful show 
of its kind. 

The booth that attracted and held the largest 
crowd was a display of “Burning Logs” for the fire- 
place. The exhibit was acclaimed by all to be the 
most attractive from ~an artistic and novel stand- 
point. 

The general scheme was a large fireplace, 16 feet 
high, 10 feet wide, built into room, 4 feet. It was 
constructed entirely of hammered copper, copper 


shingles and pipe, antique finished . The opening of . 


the fireplace: was 8 feet high, 7 feet wide and 3 feet 
6 inches deep, finished in stucco, and acted as a frame 
for the Fairyland setting. 

On the hearth was a 6-foot log, glowing richly in 
a bed of restless embers, bright flames shot upward 
and cast strangely moving shapes on the background, 
which slowly developed into a Dante’s Inferno. 
Gradually it changed to richly colored flowers with 
girls’ faces, which slowly faded out to disclose a scene 
in Fairyland. This ran with atmospheric conditions 
denoting a cycle of a day from high sun to night. 
Rumble of thunder warned of an approaching storm. 
Dense clouds moved across the horizon; flashes of 
lightning, rain! The storm subsided and was re- 
placed by a rainbow. Then on into night with flicker- 
ing fire flies, moon, twinkling stars, all to fade out, 
disclosing again the burning logs and the setting. 

This was all accomplished automatically by means 
of motors and dimmers and required no attention 
whatever. The cycle ran approximately five minutes. 


The whole effect was startlingly real and con- 
stantly drew a crowd which watched in amazement, 
unable to discover the source of light or how it was 
all done. 

Countless effects, even more intricate, can be de- 
vised for use in window displays and toyland. The 
booth is set up in our shop and may be seen at 
any time. 

Since this exhibit we have been approached and 
are now figuring with some of the leading display 
managers of large department stores in the East for 
Christmas displays. 


SEND FOR CIRCULARS ON 
BURNING LOGS AND CATALOG, 
“A LIGHT FOR EVERY PURPOSE.” 


Display Stage Lighting Co., Inc. 


NEW YORK CITY 


334-340 W. 44th ST. 
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Dollar Day Sale Idea Unique 


Stores should not overlook opportunity for 
stimulating business on feature-sale days 


By E. V. BOYD 
Display Manager, The Deisel Company, Lima, Ohio 


ERCHANTS in many cities hold annual and some. 
times monthly “dollar days” and other feature-sale 
days, co-operating in promoting the event in a genera! 
advertising way. Their newspaper advertising usually 
runs much the same as to quality, no store having the ad- 
vantage of another in bargains offered. In short, each 
store takes its usual share of the increased business and 
lets it go at that. 
The window illustrated here was designed primarily to 
capture the lions share of the sale-day business for the 
Deisel Company by promoting the store more aggressively 





than any of the others. The results obtained were far 
beyond our expectations and conclusively proved the popu- 
larity of the Gump family. 


Several days before the last dollar-day-sale observed in 
this city this window was installed as shown, with a card 
announcing that an unusual event would take place in the 
window on that special occasion. Because of the robbery 
danger it was not thought advisable to leave the contest 
display in after dark, which prevented taking a photograph. 

Before the store opened on the day of the sale the trees 
at each end of the display had burst into leaf, each leaf 
being a crisp, new dollar bill. Bills of this same demoni- 
nation were plastered all over the walls and were scat- 
tered in reckless abandon over the floor. Chester Gump’s 
wagon was piled high with bills, both loose and in bundles. 
A purse hung from Min’s arm, which was bursting open 
with bills. Andy had each hand full and the pockets of 
his coat, vest and trousers were bulging, with bills much 
in evidence. Several bushel baskets overflowing wit! 
“the filthy lucre’ ’were placed advantageously about. 


Cards announced that ten of the bills would be given 
the person guessing nearest the number in the window. 
A booth was installed in the store with cards through the 
aisles pointing the way. The person in charge was forced 
to call for help to properly handle the crowds. 


A policeman was stationed at each side of the window 
during the day to protect against robbery and to add at- 
mosphere. 


The actual number of bills used was 2,637 and the $10 
prize was won by a ten-year-old boy, who guessed within 
two of the correct number. The guesses ranged from one 
hundred to three million, and the number of entries was 
greater than the total population of the city. 
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WINDOTRIM FABRICS, Inc. 


17 MADISON AVENUE 
NEW YORK 


SPECIALIZING IN FASRICS FOR THE DISPLAY MAN, THEATRE AND HOME 


Merchants and Display Managers 


of the U.S.A. 


Dear Sirs: 


It is with pleasure indeed that we 
acknowledge that the original and existing 
purpose of this corporation, namely, the 
"Specializing in Fabrics for the Display Man" 
has met with your approval. 


Directly and indirectly, we are now 
supplying thousands of windows in America 
with the various fabrics which we have cre- 
ated or found suitable for display work. 
such a result, however, is justified as 
prior to our advent no central source of sup- 
ply for all window display fabrics existed. 


While expressing our appreciation of 
this result, department stores, individual 
merchants, large chain organizations, and 
display managers everywhere, are similarly 
finding it to their advantage to have us 
supply their requirements. 


Orders for specific yardages, qualities 
and colors are generally shipped the same 
day as received. At the same time we are 
always pleased to suggest fabrics which are 
specially suitable for contemplated trims. 


Soliciting your continued patronage, 
we are 
Cordially yours, 


WINDOWTRIM FABRICS, Inc. 


President 














CABLE ADDRESS, “DAVESTONE, N. Y.” 
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NEW COUNTER 
STANDS 


Our new line of counter 
stands _ for handkerchiefs, 
beads, bags, ties, suspenders 
and belts is designed to fill a 
long-felt want in these depart- 
ments. The line is finished in 
a beautiful statuary bronze. 
The standards are all 5¢-inch 
brass tubing. The bases are all 
felt covered, and each arm sec- 
tion is made to revolve sepa- 
rately so as to show all goods. 
We consider the stands to be 
the most practical and the 
most economical ever gotten 








No. 244—Clothing Stand 
With Style Base No. 200 


On 10” base, 30” extension, 


On 8” base, 18” and 24” ex- 
$2.50 











up. Delivery can be made at 
once. The capacity of the 
handkerchief stands can be 


doubled by putting two hand- 
kerchiefs in each clamp. Men- 
tion number in ordering. 
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Oval or Oblong Slabs, 34” thick. 
12’x20” size, each 
14”x24” size, each 
18”x30” size, each 


232-40 MAIN STREET 


No. 530—5” 

single handkerchiefs. 
No. 531—7” light Commoner base, 36”x34” Stem, shows twenty- 
eight single handkerchiefs. 


No. 532—7” light Commoner base, 36’x3%%” Stem, shows thirty- 
five single handkerchiefs. 













Famous base, 24”x%” Stem, shows twenty-one 
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RESPONSIBILITY 


For over fifty years we have specialized in fl 
ing the needs of merchants for show window, 4 Our 
play and store fixtures of all kinds. Honest MMB fxty, 
chandise, honest business methods, — unbrok plate 
promises and modern ideas have been the poli@@ wing 
by which we have won a constantly increasi men’ 
business. We have studied the merchant's nee and ; 
and have created and assembled a line of witd ment 
and store fixtures that meet the practical neCGiM rors, 
of merchants in all lines of business. supp! 

logue 
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yenty-one 

pene peeiheeatsis a No. 444—Clothing Stand. 

; twenty- * base, 24” and 30” extension. Each........ $4.25 
ail base, 18” extension, Each...........:..66- $3.75 


Adam Type Base. 
7 No. 465—Adam Pedestal. 
e base, 10” top, 24” size. Each.............. $4.25 
base, 10” top, 12”-18” size. 


rs thirty- 










SERVICE 





lized in il 
window, ¢ 
Honest me 

unbrok 
n the poll 














i Sif ’ : ; 
y a mens, women’s and children’s clothing, enamel sis < Mele gth Micali “Mian 
yer ainll and jersey covered forms of all kinds, store equip- base, 18”x5¢” Stem, alicuis 
€ 0 ment, floor cases, wall cases, counters and mir- seven single handker- 
chiefs. Each........ $3.50 





ictical nee 






gues and descriptive circulars. 
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Purpose 


Our line includes wood, metal and glass window 
ixtures, plush covered window fixtures, pedestals, 
plateaus and dividers, plushes and display fabrics, 
window valances, spotlights, garment racks for 


rs, Here is a single establishment that can 
‘upply all your requirements.‘ Write for cata- 


EXTENSION 
CLOTHING 
STANDS 


Our trade has been de- 
manding an extension 
clothing stand of wood 
and in reply we have 
made _ two. different 
styles. One matches 
the No. 200 and Z lines 
of bases and standards, 
and the other is on the 
Adam type base, which 
we consider the most 
dignified and impressive 
of all lines. To finish 
out the windows uni- 
formly, we also have 
added the Adam pedes- 
tal to go with the stand 
and also slabs of vari- 
ous sizes. We finish 
ordinarily in mahogany, 
but find quite a de- 
mand coming in for 
circassian walnut fin- 


ishes. Our prices cover 
any one color’ except 
ivory, for which add 


15%. 























chiefs. 


No. 529— 5” fancy Famous 
base, 24”x5%” Stem, shows 
fourteen single handker- 

eee $5.00 


No. 522—Handkerchief, Glove or Hosiery Stand. Three 
adjustable sections with felt-covered clips, showing 
twelve separate articles. Finished only in oxidized 
COMDEE OF UIE, BOCW io nc nck cdececsdecivescsees $7.50 


BEAD, BAG, BELT and 
SUSPENDER STAND 


No. 487—Bead Stand. The 
seven arm section re- 
volves, giving a capac- 
ity not obtainable in 
any other stand. We 
think this is just what 
you have been looking 
for. 5” Famous base, 
24”x5%” standard. 
pS Serres $2.75 


No. 488—Bead and Bag 
Stand. Same style as 
No. 487, only with 7” 
Commoner base and 
30”x5%” Stem. Each $3.50 


No. 489—Belt and Sus- 
pender Stand. Same 
style as No. 488, only 
with 42’x%%” Standard. 
jn ee LOPe $4.50 














Nos, 487=488=489 


AL NOVELTY CO. 


CINCINNATI, OHIO 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left by Theo. Osmanski, MacWilliams Department Store, Nanticoke, Pa.; Top Right by H. H. Hawkins, J. R. 

Millner Co., Lynchburg, Va.; Center, Upper Left by Keach & Green Co., Baltimore, Md.; Center, Upper Right 

by Scott L. Crail, Mullen & Bluett, Los Angeles, Calif.; Center, Lower Left by E. W. Andridge, Norton Hardware 

Co., Lansing, Mich.; Center, Lower Right by Harold L. Braudis, Meekins, Packard & Wheat, Springfield, Mass.; 

Lower Left by A. E. Butterworth, John Taylor Dry Goods Co., Kansas City, Mo.; Lower Right by Delmar M. Tice, 
Dils Bros. Co., Parkersburg, W.Va. 
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THE DISPLAY WORLD MON THLY PICTORIAL REVIEW 


Top Left by Raymond T. Whitnah, The Crosby Bros. Co., Topeka, Kas.; Top Right by Milton Hartmann, Brager of 

Baltimore, Md.; Center, Upper Left by Harold L. Braudis, Meekins, Packard & Wheat, Springfield, Mass. ; Center, 

Upper Right by Mr. Henry, Elfird’s Department Store, Charlotte, N. C.; Center, Lower Left by W. L. Stensgaard, 

C. W. Klemm, Inc., Bloomington, Ill.; Center, Lower Right by W. G. Toll, Frank & Seder, Detroit, Mich.; Lower 

Left by Abraham Cohen, Woman’s Shop, Springfield Mass.; Lower Right by Harry W. Hote, Rorabaugh-Brown 
Dry Goods Co., Oklahoma City, Okla. 
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JOHN MASON 
1608 Pine St., Philadelphia 


“I Picture Your Message.” 








COMMERCIAL ARTIST 
In all mediums, on all ma- 
terials, drawings that are the 
best kind of graphic argu- 
ment, at a glance. 


“Let Me Do For You.” Consultation. 
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Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 

on request. . 


Cleveland Decorative Works, Inc. *~ 
1260 W. 9TH ST. CLEVELAND, O. 


























Whatever Your 
Question 


Be it the prénunciation of vitamin 
or marquisette or soviet, the spelling 
of a puzzling word—the meaning of overhead, novocaine, etc., 
this “Supreme Authority” 


Webster’s New International Dictionary 
contains an accurate, final answer. 407,000 Words. 2700 Pages. 
6000 Illustrations. Regular and India Paper Editions. Write for 


specimen pages, prices, etc., FREE Pocket Maps if you name 
The Display World. 


G. & C. Merriam Co., Springfield, Mass. 



































DID YOU 


ever forget to “turn on” your window lights at 
dusk—or “turn off” your electric sign before 
going home? The A & W Electric Time Switch 
will regularly and accurately perform that duty 
for you. 


The A & W Electric Sign Co. 


2126 E. 19th St. Cleveland, O. 


VALANCES 


Before purchasing a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 
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LETTERING 


Mhayer 273 Lexington Ave. N.Y. 













FOR INFORMATION 
Regarding Display Problems, Equipment, 
Accessories, etc., Ask 


The DISPLAY WORLD SERVICE BUREAU 
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Anaglypta Provides Display Ideas 


New and unique possibilities offered displaymen in 
window decorative treatment 


Eley placque shown here is one of the many attractive 
pieces of anaglypta, which is featured by The Murdi- 
son Company, Inc., of Chicago. An elaborate exhibit of 
the many beautiful designs of this material has been pre- 
pared fot the company’s showing at the convention of the 
International Association of Display Men. 
The phenomenal growth of the Murdison Company and 
the rapidity with which anaglypta has gained prestige since 





its introduction to the display profession, has been due 
in a large degree to Mr. Murdison’s observance of the 
principles of good business. In an interview with him, he 
stated that he considered good-will one of the most impor- 
tant business.ass@ts. He said that good-will was: (1) An 
intangible asset born of service; (2) reared by honesty in 
business dealings; (3) reaching its maturity through paths 
of business friendship. 

“We have just passed the first lap of our journey,” said 
Mr. Murdison, “and are endeavoring to merit the confi- 
dence of our customers by living up to the second so that, 
as the years go by, we will attain ‘the greatest of the 
three’—business friendship.” 

Anaglypta is a rag-pulp, embossed relief, offeriaz to 
the display profession new and unique possibilities in win- 
dow decorative treatment. To better demonstrate its 
uses, the Murdison Company’s show rooms have a number 
of model window installations demonstrating the artistry 
and originality of their products for display use. In addi- 
tion to anaglypta, the Murdison Company show a beautiful 
and exclusive line of decorative papers that have become 
popular with the display trade. 

In order to serve the eastern and New England states 
better,.an office has been opened at 110 West 40th Street, 
New York City, with Harry Galloway in charge. Here a 
complete line of anaglypta and decorative papers will be 
shown, with facilities for shipping from this office. 





ART WEEK DISPLAYS DRAWS CROWDS 
Philadelphia Art Week drew huge crowds to the vari- 
ous window displays along the main thoroughfares. Paint- 
ings, statuary and other branches of art were represented 
in the windows. Many elaborate settings were created 
by the display managers for the showings. 
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MANY STORES OBSERVE NATIONAL BABY WEEK 

Attractive window displays were created by displaymen 
in hundreds. of stores throughout America in observance 
of National Baby Week, April 27 to May 2. Lectures on 
the care and health of the baby, health contests and sev- 
eral other features were conducted in the infants’ depart- 
ment of these stores. 


A. E. Butterworth, display manager of John Taylor Dry 
Goods Company, Kansas City, Mo., installed a large Isbby 
window to the exclusive showing of infants’ apparel and 
furniture, with the figure of a woman seated to carry out 
the suggestion of the perfect nursery. Adjoining this 
window was a display of tots’ apparel on wax figures 
surrounding an artificial fountain in the form of a May- 
pole. 

A child’s health display was presented in the windows 
of McLean Bros., Danbury, Conn., by Roy W. Smith, dis- 
play manager, which attracted wide attention. The setting 
represented a children’s playground, in the center of which 
lifesize dolls were swinging and playing upon and about 
other devices. Lifesize figures in the uniform of nurses 
were seated in the rear. 

Hills, McLeah & Haskins, Grant’s, Sisson Bros.-Welden 
Company, and Fowler, Dick & Walker Company, Bing- 
hamton, N. Y., observed the week with attractive displays 
and special events in their baby departments. 


Other stores who took a prominent part in this national 
feature were Emery, Bird, Thayer Company, Kansas City, 
Mo.; Stix, Baer & Fuller Company, St. Louis, Mo.; Fried- 
man-Spring, Grand Rapids, Mich.; Mitchell, Baker & 
Smith, Lexington, Ky.; J. W. Knapp Company and F. E. 
Mills Dry Goods Company, Lansing, Mich.; Brozenian’s 
Woman’s Shop, Williamsport, Pa.; Meyer’s Deparmtent 
Store, Greensboro, N. C., and Monning Bros., Ft. Worth, 
Texas. 





DISPLAY VALUE TOLD AT CHICAGO CLUB 


“The best place to stimulate desire for merchandise is 
at the point where that desire can be gratified, namely, 
by means of window displays of the retail store,” Arthur 
J. Freeman, president of the Einson-Freeman Company, 
of New York City, said in a recent address at a meeting 
of the Window Display Advertising Departmental of the 
Advertising Council of the Chicago Association of Com- 
merce. 

“Manufacturers’ advertising means nothing unless the 
retailer is helped to crystallize the effects of this publicity 
with effective windows. Many retailers are asleep tu the 
fact that one-third of their rent is paid for the location 
and windows. The chain stores and department stores 
appreciate the vital importance of the window in moving 
merchandise.” 

Mr. Freeman declared that window displays are edu- 
cating consumers to buy more efficiently and that this is 
creating a greater appreciation of the: store front value 
by architects, builders and property owners as well as 
the merchant occupying the property. 





CLARKE PETERSON MAKES CHANGE 


Clarke C. Peterson, who for many years has been ac- 
tively identified in the display and show card field as a 
practical displayman and traveling salesman, has joined 
the sales force of the National Card, Mat & Board Com- 
pany, of Chicago. 

Mr. Peterson has many friends throughout the country 
who will be interested in learning of his new connection 
and the enlarged opportunity it affords him. 
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Tile fulce” Baby 


This Baby is Life size and just full of action. 
It kicks its feet aud waves its hands like a 
regular healthy baby. Sometimes it raises 
its head and looks at the crowd, its eyes 
moving as tho looking about. 

We didn’t have enough babies to supply the 
demand in April and we suggest that you 
book this attraction now for your next 
Baby Week. 


“ Lyfe-Lyke”’ 
MECHANICAL 
FIGURES 


Put life in your Displays 


We have other mechanical figures that have 
proved to be wonderful attractions. 


“THRIFTY JIMMY” takes money from his 
pocket and puts it in his savings bank. 


“LITTLE MOTHER?” rocks her dolly and 
pats and loves it as natural as life. 


“MOTHER & BABE”—Two figures work- 
ing together so perfectly they seem to be 
alive. 


“THE ICE CREAM KID” sticks out his 
tongue and licks his ice cream cone and 
rubs his “tummy” and rolls his eyes with 
Joy. 

“THE MILK DRINKING GIRL” pours 
milk from a bottle into a glass and drinks it. 
These are real human interest attractions 
and they can be rented by the week. 


BUNNELL-HADLOCK & CO. 


1246 Belmont Avenue Chicago, IIL. 


























REPE 


For Paper Craft 


Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
3 DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 


pouwwwveeeeee 


Manufactured by 


| The Tuttle Press Co. 
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APPLETON, WISCONSIN 
1899 — 1925 
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JACKSON” - - - MICHIGAN 


Manufacturers of high-grade store display fixtures with 
brass-covered, weighted bases, at moderate prices. Our 
catalog, No. 35-B, shows our complete line. 
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No. 805—Adjustable Tee Stand 





No. 547—Showall Easel = eS 
Gun Metal or Retinned Finish No. 524—Rubber Covered Easel 
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Display Receives Greater Thought 


Jewelers, druggists and stationers now realize 
value of using manufacturers’ display material 


By ROSS H. WILSON 
Adv. Mgr. W. A. Sheaffer Pen Co., Fort Madison, Iowa 


EMARKABLE changes in the intelligent 
use of windows for display advertising 
has been experienced during the past few 
years. This change can be noted even 

over a period of a few months, and, without doubt, the 
activity of the various display organizations and the co- 
operation of the leading technical journals in the field 
has been responsble for this remarkable and’ beneficial 
change. 

Back in the dim history of the dark ages of display 
advertising, windows were tolerated because they were 
built into the buildings. They were not used for ven- 
tilation, and certainly were not of much use for light, 
as the annual bath on the window was not enough to 
keep it clean for any great length of time. 

We do not have to go far to still find the window 
wherein the merchandise is changed once in every six 
months, and where the corners become dust accumu- 
lators and a morgue for dead insects. But it is re- 
freshing to just look around the corner and see there 
an up-to-date shop whose windows are breathing 
friendliness, beaming .cordiality and displaying mer- 
chandise in a bright and attractive manner. 

Sheaffer pens are sold to a limited class of dealers 
—jewelers, druggists and stationers—and each brings 
its own peculiar display problem. The druggist who 
caters to cut-price articles and rapid turn-over on low 
unit sale articles is not attracted by Sheaffer pen win- 
dows, and would rather devote the space to pharma- 
ceuticals and cosmetics. 

The stationer is a co-operative window advertiser 
and eternally on the lookout for items that will build 
business through window displays. The most difficult 
problem of all is to take care of the high-grade jewelry 
storés. It has always been felt in the jewelry trade that 
only the merchandise and the necessary plush, velvet 
and similar surroundings should be used, but the very 
best jewelers are deserting this antique and timeworn 
idea, and display trade-marked merchandise along with 
the lithographed and printed material furnished by the 
manufacturer. 

This can be noticed in the very finest jewelry stores 
in America. C. D. Peacock, of Chicago, who has right- 
fully earned the title of the “Tiffany of the West,” fills 
his spacious windows with lithographed and colossal 
displays of a relative nature to the merchandise. 

Even moving mechanical displays have been used 
with satisfactory results, thus hewing out a new avenue 
of limitless display possibilities for a class of retailers, 
who, heretofore, were bound by common restrictions 
of the trade. 
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There is a Chinese proverb to the effect that “a pic- 
ture equals ten thousand words,” and this same picture 
would be doubly effective if it were moving. One of 
the most practical moving displays for the product it 
represents is the Sheaffer window writing machine. 
This consists of a mahogany finished box with bronze 
name plates and brass trimmings. The display is oper- 
ated by a motor that actuates an eccentric arm which 
holds a Lifetime pen, drawing a series of ovals and 
circles of any shape and size desired on a sheet of paper. 

This machine is loaned to Sheaffer dealers for win- 
dow display, usually for two weeks, and is then routed 
to other dealers by the advertising department. It has 
proven very successful in attracting attention to foun- 
tain pen displays and in greatly increasing the sales of 
Lifetime pens. The attraction value of the machine 
itself is greatly enhanced by the sheets of paper show- 
ing finished scrolls. 

Seemingly a small thing in itself, yet this overthrow 
of established custom, this rejection of the dogma of 
creed in jewelry displays, has blazed a new trail for 
others to follow, which will prove beneficial to the 
manufacturers as well as the retailers themselves. 





UNIQUE DEVICE ATTRACTS ATTENTION 
“The Little Mother” is the title of the accompanying 
illustration, which is one of a number of mechanical win- 
dow attractions manufactured by Bunnell-Hadlock & Com- 





pany, of Chicago, Ill. Their line comprises a half dozen 
or more of these moving figures, all of which are life-size 
with actions true to life. 

H. O. Bunnell advisés that the demand for these various 
devices is very great and increasing steadily from week 
to week, making it necessary to increase their production. 





DECORATIVE CONCERN FORCED TO MOVE 

Due to a greatly increased volume of business the Doty 
& Scrimgeour Sales Company has been compelled to seek 
larger quarters and has now located at 148-152 Duane 
Street, New York City. A standing invitation to visit their 
new and beautiful show rooms is extended to displaymen, 
where a complete line of display decoratives and acces- 
sories is exhibited. 
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An Unusual Collection of 
Furniture, Novelties and Artistic Mirrors 
for Window Display 


David Van Blerkom Co., Inc. 


113-115-117 West 17th Street, New York City 
Department “D” Established 1899 

















Forced to Move! 


Increased business, due to 
your VALUED PATRON- 
AGE, has forced us to 


move to larger quarters. 


Our NEW ADDRESS will 

be 148-150-152 Duane St., 

WHERE BETTER FA- 

CILITIES will enable us to 

handle the larger volume 

of business we are now 
doing. 


“Accessories for Better 
Window Displays” 


Doty & Scrimgeour Sales Co., Inc. 


148-150-152 DUANE STREET 
NEW YORK CITY, N. Y. 


Visit Our Show Room When in New York. i 
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OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 
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1. A. D. M. Convention "St "°w all display adver- 
eunadine “ be a - tising roads lead to the 


Noteworthy One twenty-eighth annual con- 
tion of the International 


Asscciation of Display Men. A visit to St. Louis 
at any time is decidedly enjoyable, but to those 
interested in the activities and progress of the dis- 
play art the combined program of business and 
pleasure arranged for this meeting should prove a 
great inducement to be present. 

Unless one has had actual contact with the 
efforts that have been made to insure the success 
of the convention, it is not possible to appreciate 
what has been accomplished by the St. Louis Asso- 
ciation and the committees working under the su- 
pervision of the national directorate. The detail 
has been enormous and the various executive 
branches in their membership have practically set 
aside every personal consideration to serve a com- 
mor cause. 

Let’s go. Let’s all attend the convention, for 
we believe that it is going to be an event of more 
than usual interest. We have no inside informa- 
tion, no informer in the cabal of the association’s 
deliberations, but we have a premonition that this 
convention will be one that will long dwell in the 
minds of the display profession. 


Never before has the art of display advertising 
made such a dignified appeal to the general public, 
and never has a display event been more thor- 
oughly exploited by efficient publicity methods. 
Through the co-operation of the convention and 
publicity bureau of St. Louis, the local directors 
have been able to give the whole country a knowl- 
edge of how big and fine this convention will be. 





There is much work to be done at this meeting. 
The time has arrived when petty politics and selfish 
motives must cease. Display advertising is now 
being given its just recognition and nothing should 
retard its progress. An organization that func- 
tions in every department is one of the greatest 
assets to any group or industry, but one operated 
in the control of a clique is most harmful to the 
advancement of any movement. 

A perfect organization must be maintained. The 
spectacle of progress of man portrays the triumph 
of organization. However great the need, how- 
ever zealous the desire, however fine the - ideal, 
there can be no continuance of growth, no’ endur- 
ance of success, without a perfect organization. 

The development of the human mind, that 
source of all other human developments, has come 
through an organization of the mental forces for 
reception, evolution, directon and action. The de- 
gree to which organization is achieved marks the 
growth and permanence of the institution organ- 
ized. Proof of this is found in the industries which 
form the bulwark of our commercial life. They 
search out men with the genius to improve and 
increase that which has been accomplished; men 
with the ability to see in advance of necessity ; men 
with courage and energy to act on their judgment. 

One of the greatest needs of the association at 
this time is a division that concerns itself with 
educational features—not so much within, but 
without the association. The DISPLAY WORLD 
has frequently urged consideration of this impor- 
tant section, and, with the advent of the annual 
convention, again sounds the question for the gen- 
eral benefit of the entire industry. 
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Since the beginning of the year 1925 hundreds 
oi national and sectional conventions of merchants’ 
associations have been held, but in less than 10 per 
cent of these was any serious thought given to the 
power of window display in sales creation. 


At each of these gatherings at least one half-day 
was allotted to advertising—all methods of pub- 
licity that concerned the selling of merchandise. 
Representatives, duly designated by their associa- 
tions, discussed the power of the newspaper as a 
creator of sales; the influence of direct-by-mail 
was discussed and urged; special promotional plans 
were presented, but no more than passing mention 
was made of window display—the greatest force 
of all mediums. 

Here were big meetings of progressive mer- 
chants—men willing to listen and eager to adopt 
any plan that would produce an increase in their 
sales; yet, except few instances, there was no dis- 
play association member delegated to appear on 
the program—a place the convention directors 
would have been honored to have given. 


\ speakers’ bureau is of tremendous value when 
it functions, but to be efficient in a maximum de- 
gree it must be perfectly organized. It must work 
in program fashion with knowledge of coming 
events; in fact, it should begin its work the mo- 
ment the program committee for the next conven- 
tion is announced. A committee of one year’s 
duration‘can not be of much value for they know 
that their reappointment to the place by the next 
group of officers is uncertain. 


It is authoritatively stated that more than 500 
different state andn ational gatherings of manufac- 
turers, wholesalers and retailers, or departments 
thereof, in addition to almost as many advertising 
and merchandising associations are held each year. 
At each of these meetings a representative and 
convincing attache of the association should be 
provided to acquaint merchants and advertisers 
with display advertising, with its ability to reflect 
store policy and character and its influence as a 
civic benefactor. 

The apparent unconcern in such vital matters 
is one of the most appalling problems confronting 
the industry today. This is through no fault of the 
present officials, but: conditions which have been 
neglected with the rapid growth of the industry. 
It is not so much what has already happened as it 
is the manner in which the future requirements 
will be met. The DISPLAY WORLD sincerely be- 
lieves that the percentage of representation at mer- 
chants’ conventions during the remainder of the 
year will be greater than that shown so far and 
hereby pledges itself to aid to the utmost the func- 
tioning of this committee. 





THE DISPLAY WORLD 53 


The consistent growth of the num- 
ber of subscribers to The DIS- 
PLAY WORLD is, naturally, a 
source of much satisfaction to the 
publishers. The DISPLAY WORLD today leads 
all publications in its class in the number of its 
readers. To seek out in its field the material and 
information that will progressively help the indus- 
try as a whole is a great responsibility. 


Instantaneous 
Recognition of 
Our Service 


This journal prides itself in being the first to 
include new features and new departments. The 
recognition of this effort has been instantaneous, 
and the fact that other journals have been quick to 
see the value of these innovations proves that “imi- 
tation is the sincerest flattery.” 
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A man’s life may, perhaps. be 


listed, individually speaking, 


Self-Confidence 


and Egotism Two en ' 
Different Things among the trivial things in the 


world. What is the worth of 
one mere man to the bigness and infinity of the 
universe? The comparison is foolish beyond con- 
ception, for, although each man’s life is to be treas- 
ured, there is no doubt but that without him the 
world would continue to exist. Man is but a tran- 
sient being, here today, gone tomorrow, and, once 
gone, well done without. 


3ut despite these facts, how often does one 
meet men who believe that the sun rises and sets 
in themselves! According to their own ideas. the 
world will probably cease revolving when they have 
ceased to be, and chaos and confusion will urge 
men to their destruction. 


Such egotists believe themselves as nearly per- 
fect as can be and are forever patting themselves 
on the back because of their actions which could 
not, they feel sure, have been improved upon. If 
they are not rich and famous it is because an unfair 
world has grossly misunderstood them. 


On the other hand, there are the truly great 
men who are always finding fault with themselves 
and reprimanding themselves for sins of commis- 
sion or omission. They are capable of realizing 
how imperfect and unimportant they are, and 
hence are always striving towards something better. 


Believing that one is a supreme being on earth 
and having confidence in one’self are two entirely 
different things. Perhaps the confident man al- 
ready knows this, but it is for the other type to 
know that he does not own the world, but is in- 
stead owned by the world. The sun will continue 
to rise and set, the earth to revolve on its axis, 
and men to live and die, whether there is one man 
more or less in the world. 
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ART STUDIES 


A MOST VALUABLE AID 
TO THE DISPLAYMAN 





Nude and semi-nude actual photographs 
to help you work out new ideas in draping 
the full figure. 


Hundreds of displaymen now own our 
entire series in full-size prints. 


Send for 54 sample poses, 25c 
Send for 216 sample poses, $1.00 


SHAW PUB. CO., Inc. 


Dept. D5, 5 Isabella St. Boston, Mass. 
































Make your appeal through color 


A WINDOW background in beautiful colors will 
get the attention of the passerby and will sell 
merchandise. 


Dennison’s Crepe Paper will furnish a striking 
trim at small cost. It comes in a wide range of colors. 


Let us send you free a copy of our book which 
shows you how to use crepe paper effectively. Clip 
the coupon. 


DENNISON’S, Dept. 46E, Framingham, Mass. 


Please send me a copy of your book, 
“Sorhe Lessons in Window Decorating” 
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Price Ticket Makes Them Buy 


(Continued from page 30) 










































is no waste of time and each card is read at a 
glance. 

When many different colors are used, or when 
the combination is not the proper one, the brain 
has so much trouble in trying to register the colors 
properly that it very often gets disgusted and 
makes no effort to read more than a word or two 
of the sign. 

Variety may be the spice of life, but in show 
cards you are not looking for spice—you are look- 
ing for selling qualities. 

Now we also find that certain colors register 
more quickly than others. Take red, for instance. 
Red registers more rapidly than any other color. 
RED IS THE STRONGEST COLOR. Anything 
red always attracts attention. 

Black automobiles attract very little attention, 
but let a red car go down the street and everybody 
looks. Even a red necktie will make you look. 

The French soldiers at the beginning of the 
World War wore red pants, which made them so 
conspicuous that the French government was 
obliged to change the uniform of the soldiers to a 
grayish-blue. The British soldiers in 1776 wore red 
coats, and you know what happened to them. 

Because red can be seen for a long distance, it 
is used for danger signals. Red flags are used for 
auctions and as warnings against danger. 

Wherever red is seen, one knows there is some- 
thing doing. Red is a strong color, but it should 
be used intelligently and sparingly. 

A doctor prescribes the strongest medicines in 
the smallest doses, and you must apply the same 
rule when using red on a show card. Do not waste 
it. Save it for the big things. 

I have said that red should be used to “put over” 
big things. What IS the big factor of the show 
card story you have to tell? 

A customer is interested first of all in the price; 
therefore, that is the part of your story which you 
must “put across” first, and the best way to do it 
is to print the price on your show card in red, but 
have the rest of the lettering on the card in black. 

A show card should be made in a manner that 
will assist the customer in serving himself. When 
a card carries two prices the customer can not pur- 
chase until she asks a question regarding the dif- 
ferent sizes and kinds of the article. 

A sign that causes a customer to ask a question 
is not a good sign. In the first place, customers 
dislike to ask questions, and in the second place, 
what is the use of taking up a salesperson’s time to 
answer questions when the proper sign would an- 
swer the question just as well, leaving the sales- 
person free for other duties? 
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THE FAMOUS 


Bakard Compo Products 


will be on exhibition at 


The I. A. D. M. Convention 


When you inspect the line of our Bakard Compo display specialties 
at the convention you will be amazed at their beauty, artistry, dis- 
tinction and originality. They well befit the most discriminating 
demands of the country’s leading displaymen. 











Bakard Composition is our, 
own secret process, unexcelled 
for sharpness of modeling, 
hardness and durability. The 
line offers a wide selection of 
effects and special orders to 
meet your own specifications 

An example of the skilled artistry can be produced on short no- 
put into Bakard Compo products. tine aud ad vememnaih Sher. 


This number is one of the most popu- 
lar we have ever made. 









Write for Full Information 


SILVESTRI ART MFG. CO. This special display is of Bakard 


Compo and is very effective. We 
| 1035 Orleans Street Chicago, IIl. specialize in display ideas for na- 
| tional advertisers. 











Schack’s “NU-ART” 














Hand Painted Satin Panels 
A Real Sensation 


We take pride in inviting you to visit our booth, No. 52, 
during the I. A. D. M. convention and inspect our display 
of “Nu-Art” Hand-Painted Satin Panels, which are the 
Big Sensation in the decorative world. 


Our artist will be in attendance giving practical demon- 
strations in producing these beautiful panels for store and 
window decorations. Don’t miss this opportunity. 


Schack’s New Fall Flower Book 


Just off the press—and it’s free for the asking. See the 
latest development of new and original decorative panels, 
flower sprays, backgrounds, units, etc. Book illustrated 
in four colors. Send for your copy today. It’s Free. 


SCHACK 


ARTIFICIAL FLOWER CO. 
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VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 

















Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your needs. 
Let us quote, or order an initial 
supply. 


Samples and Prices Supplied on Request 





National Plush Company 


7 West 3rd Street New York City 


“A National Institution Known for Service” 

















DOUBLE Form TURN TABLES 


DisPLAY ~~» SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write today. 


a Scere ELECTRIC WINDOW SALESMAN CO. “srt ed 


WLLL LLAMA LLLLLLLELLLEE 


Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. ‘Thousands of 
Kleradesks are giving entire satisfaction. Saves 
time locating, distributing or sorting papers. 
Takes less space thamatray. Sent FREE trial. 


leradesk 


ld Co 
130 N. 10th 
ST. LOUIS 











————— oe 
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Mailing Lists 
Will help you increase sales 
; Send for FREE catalog showing 
details coverin 5 meases of your 
sce steal 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. 


LAWRENCE 0O. GORDON, Director 























NATIONAL RETAIL HARDWARE ASSOCIATION 


Office of Secretary-Treasurer 
Store Management Service Department 


INDIANAPOLIS, INDIANA 


Director, Display World Service Bureau: 


This department of the National Retail Hardware Asso- 
ciation assists its members in store and stock arrange- 
ment, show windows and backgrounds. We have in mind 
attempting a certain standard combination for window 
backgrounds and are taking the liberty of sending you 
blue prints of a permanent and portable window back- 
ground. We use fibre board panels with wood frame. 

What would be a good color for panels if a silver gray 
frame is used? 

What would you consider the best possible combination 
using some other color than silver gray on the frame? We 
would appreciate your expert opinion on these matters. 


STORE MANAGEMENT SERVICE, 
By H. W. Bervig, Manager. 


There does not seem to be any good combination of 
colors for your backgrounds when a silver gray frame is 
used. The articles handled by a hardware store are of 
such a color that they would not be well displayed against 
one darker than the objects themselves. It is our sug- 
gestion that the panels be made a silver gray and the 
frame work a smoky or grayish brown. This would be 
especially adaptable for the temporary backgrounds. 

HOLEPROOF HOSIERY COMPANY 
MILWAUKEE, WIS. 
Director, Display World Service Bureau: 

We would like to know more about your service on 

dummy show windows and photographs—how long does 


it take you to get out these displays, and how much ma- 
terial do you usyally require? 


L. F. SCHENKENBERG, 
Asst. Adv. Mgr. 


Our dummy show window service was inaugurated as 
a part of this service bureau for the solution of window 
display problems of our subscribers and advertisers. This 
work is handled immediately upon being received in this 
office and a photograph is mailed two days later. 

The amount of material required is dependent upon the 
type of display desired by the manufacturer. If you will 
give us an idea of the use to be made of the model display 
we can more easily determine the amount of merchandise 
needed to create an attractive arrangement. Our only 
charge for this service is for the actual cost of photograph 
and decoratives used. 








FRANK SEAMAN, INC. 
Marketing and Advertising Service 
NEW YORK CITY 


Director, Display World Service Bureau: 

We understand that you have certain data in your files 
regarding the percentage of advertising appropriation that 
is spent in dealer help material, particularly the window 
and counter display cards. 

We are interested in securing information in regard to 
the amount of money that is spent in this form of adver- 
tising by manufacturers of radio sets. Even though exact 
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figures as to the expenditure of any one concern, or the 
percentage of appropriation of a group of manufacturers, 
may not be available, we would appreciate receiving any 
interesting data which you may have in this connection. 
We are planning’ an advertising campaign for a radio 
manufacturer and we are desirous of securing certain in- 
formation which will give us an intelligent basis for de- 
termining the character and conjunction with this cam- 
paign. FRANK SEAMAN, INC.,, 
By M. F. Johnson, Marketing Div. 


Although we have received a great deal of information 
concerning the percentage of advertising appropriations 
spent by various firms for dealer help material, we do not 
have any data on which to base an accurate estimate of 
either an individual concern or a group of manufacturers. 
It has been handled in such a manner that accurate figures 
are not available, but we know that it has varied from 
2 to 20 per cent of the total appropriation. 

Some of the manufacturers who are most active in this 
field of advertising are constantly increasing their ailot- 
ment for window and counter display material, realizing 
that it is necessary to link the point of sale contact with 
their national advertising. 

We recently began an investigation of this problem, 
but our progress has not reached the point where we are 
able to speak with authority. Just as soon as this informa- 
tion is compiled we will be glad to forward it to you. 
We are advised that the Research Division of the Win- 
dow Display Advertising Association is also conducting a 
survey of this question. The results of their findings will 
also be forwarded to you when complete. 





NEW YORK CLUB TO HOLD OUTING, JUNE 7 

The New York Metropolitan Display Men’s Club will 
hold a shore dinner and outing in Staten Island on June 7, 
it was decided at the regular monthly dinner meeting held 
May 5 at the Hotel Gregorian. 

The women will be included in the outing and it will 
take the place of a woman’s dinner dance that was orig- 
inally planned. A varied program of events, such as a 
baseball game between married and single men, three- 
legged races, potato races, women’s races and other fea- 
tures for which the winners will receive awards. 





BATHING DISPLAY ATTRACTS LARGE CROWDS 

Much interest was recently attracted to a patch-poster 
display of bathingsuit s and accessories shown in a large 
window of Franklin Simon & Company, New York City. 
Instead of depicting the usual seashore scene, the artist 
portrayed the panorama of a mountain lake. 


MUD TURTLES FURNISH DISPLAY IDEA 

Clever and unique display ideas today are entirely out 
of date tomorrow, but one new in the ranks of so-called 
animation and which should prove a winner for several 
months at least was recently used by R. R. Hamilton, dis- 
play manager of George E. Brett Company, of Mankato, 
Minnesota: 

Five baby mud turtles were used for this unusual at- 
traction. On the back-of each was painted one letter of 
the store name—BRETT. These were placed in a large 
pan filled with water to one inch of the top. 

A window card informed passersby that when the five 
turtles arranged themselves between blocks of stone in 
the pan so as to spell the name “Brett,” the first person 
calling the attention of the management to the fact would 
be paid $100. 

The sidewalk in front of this store was blocked for 
the week this display was in the window, but there is no 
record of the number of one hundred dollar bills Mr. 
Hamilton was forced to pay. 
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For Every Display Need 
of Every Store 


Only experienced de- 
signing ard unusual 
manuafactuiing  facili- 
ties can produce win- 
dow ana sture display 
fixtures of such evi- 
dent cuality, and at 
sich moderate prices, 
aS 'S =pparent in erery 
department of the 
Eugh Lyons line, Mer- 
chants in all lines, 
large and small, shoyld 
ltnow the merits of 
these fixtures. 


“Makes Buyers 
out of Passers-by”’ 





Fixture 


Book 


To every stcre- 
keeper who is in- 
terested in the im- 
portant matter of 
better window dis- 
plays we have a 
special fixture book, 
ready to mail for 
the mere asking. 
This book will in- 
troduce to you all 
the possibilities of 
effective merchan- 
dise display by 
means of fixtures 
that are correct in 
every detail of de- 
sign and finish. 
Send for your copy 
today—a card will 
do. 


Tabourettes, 
Pedestals, 
Plateaus, 

Tables, etc. 


An important feature of 
the Hugh Lyons line is 
its ,;wide variety. There 
are no corners of your 
store or windows that 
do not have their fitting 
pieces in the Fixture 
Book. 








Display Fixtures on Exhibit 
Hotel Chase 
Booths 111-113 





Hugh Lyons & Company 
LANSING MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Blvd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 


. e 
Hosiery Displayers 

These useful units, made in a number 

of styles, suggest the almost number- 
» less ways in which such pieces may be 
\ utilized in effective window displays. 
Our Fixture Book offers 
many decorative hints. 
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National Window Contest Is Notable 


Celebration of fifth anniversary by manufacturers of Humming Bird 
hosiery proves great event—3,000 entries in display contest 


May, 1925 


By T. WALTER FRED 


President, Davenport Hosiery Mills, Chattanooga, Tenn. 


ILESTONES in industrial history are 

frequently passed by unobserved. The 

momentum which characterizes Amer- 

ican business progress often carries a 
commercial enterprise to a point where epochal 
events can be thought of only in retrospect. Many 
corporations and other large business organiza- 
tions have suddenly awakened to the fact that in 
the years which have passed so swiftly many op- 
portunities for capitalizing the passing anniver- 
saries have been overlooked. 

Occasionally, however, the happy thought that 
an epochal event is about to transpire does occur 
to the officials of a busy institution. So it was 
with our company when it was suddenly remem- 
bered that five years ago the manufacturer of 
Humming Bird hosiery was begun and in that brief 
space of time an ideal had become a reality and a 





dream a happy revelation. Our next thought was natu- 
rally the proper observance of the event. 

Nothing seemed more fitting than a birthday cele- 
bration in which our thousands of dealers and friends 
could participate. And so it happened that a great 
hosiery merchandising campaign was planned, a cele- 
bration in commemoration of our great achievement 
and success. 

Unique plans were developed involving the co- 
operation of dealers who had been an integral 


element in the growth of our company. Special 


fixtures were designed for use in a nation-wide 
window display contest. Fifteen hundred sets of 
display material were ordered and an announce- 
ment, from which essential details were purposely 
omitted, was-sent to our dealers. More than two 
thousand requests for an opportunity to co-operate 
in the celebration were received from this simple 


Grand Prize-Winning Display in Humming Bird Hosiery Contest by Curtis D. Edwards, Display ae 
Thalhimer Brothers, Richmond, Va. 
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form. Two thousand additional sets were then or- 
dered, or 1,500 in excess of the number who desired 
to take part. 

The celebration augured fair to become what 
its originators hoped it would be—the greatest 
merchandising campaign in hosiery manufacturing 
annals. A more elaborate annoucement relating to 
the event and all facts concerning the approaching 
display contest was sent out. 

Simplicity featured the contest; the plans were 
plainly stated with all rules and regulations as de- 
void of complication as such a competition could 
be made. A total of over $3,500 in cash and prizes 
in addition to the grand capital prize, a large and 
very beautiful solid silver loving cup valued at 
more than $300, was offered contestants, to be di- 
vided into 529 awards. 

Replies to this second announcement reached 
an astonishing figure, so greatly in excess of the 
number anticipated and upon which the order for 
material was based, that it was soon evident that 
the co-operation of many dealers would have to be 
declined. Althqugh the supply of fixtures appeared 
to be ample, the tremendous returns taxed the fa- 
cilities of the producers and it was not possible to 
procure the additional display material demanded 
within the necessary time. 

A quickening sense of appreciation at the desire 
to co-operate manifested by the dealers was felt by 
the Davenport Hosiery Mills, for it foretold the 
succcess of the celebration. Wishing to make it a 
happy and compensating experience for those more 
directly concerned in its undertaking, a reduction 
in the retail price of Humming Bird hose was 
allowed for the one week as a stimulator for 
greater sales. 

Two days following the close of Humming Bird 
Week and up until the final date for entry, an 
avalanche of photographs of displays installed be- 
gan pouring into the contest office. All sizes and 
shapes of prints, ranging from small snapshots to 
panoramic exposures, were received. The judges 
were certainly due for a difficult and laborious task 
of sorting and selecting the best displays from this 
deluge of entries. 

After careful consideration and study had been 
given each display and the volume of merchandise 
sold compared with the previous sales, the prize 
winners in both sections of the twenty-two dis- 
tricts were determined. Then began the paramount 
job of selecting from among the leading sectional 
winners the display entitled to the grand capital 
prize. 

Through a process of elimination and expert 
comparison the display entered by Curtis D. Ed- 
wards, display manager of Thalhimer Brothers, 
Richmond, Va., was selected as the outstanding 
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We Cover the 
United States! 


Window Display 
Installations 


In January, of this year, we announced 
that a guaranteed SERVICE for the in- 
stallation of WINDOW DISPLAYS for 
National Advertisers was available. 


At the present time, THOUSANDS of 
displays are being placed through this 
bureau by our associates. 

SAVE yourself all the DETAIL work. 
Write us for information concerning the 
SERVICE we offer. 

We now have local associates covering 
more than 500 cities, and adding more each 
day. : 








Let us send you a list of cities and check 
those where you will want service. 


We give you a receipt for each display, 
SIGNED BY THE DEALER, and showing 
DATE installed. Do not wait until displays 
are ready to ship; get the information 
NOW, so there will be no delay. 


Information on Request 


GEORGE ALTMAN CLYDE P. STEEN 
President Secretary 
Columbus, Ohio Cincinnati, Ohio 


Window Display 
Installation Bureau 


Executive Offices 


22-23 PICKERING BUILDING 
CINCINNATI, OHIO 


P. S—We want an associate in every city or 
town, and invite correspondence from reliable 


local display men. 
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display, both in artistry and sales value, of the 
more than three thousand displays entered. 


Winners of prizes in the twenty-two districts were an- 
nounced as: Section 1 (15,000 or more): First prize, H. L. 
Alenier, Shartenberg & Robinson, New Haven, Conn.; W. 
J. McVea, McCurdy & Company, Rochester, N. Y., and J. 
C. Murphy, C. E. Chappell & Sons, Syracuse, N. Y. (tie) ; 
Charles Libby, Urken & Kohn, Trenton, N. J.; J. B. Mc- 
Cann, S. Kann Sons Company, Washington, D. C., and 
Wm. Sigelman, Lansburgh & Bros., Washington, D. C. 
(tie); Curtis D. Edwards, Thalhimer Brothers, Richmond, 
Va.; Blair Anawalt, Meyers-Arnold Company, Greenville, 
S. C.; H. S. Wilson Shoe Company, Orlando, Fla., and 
P. A. Breslin, Kohn-Furchgott Company, Jacksonville, Fla. 
(tie); A. C. Lewis, Caheen Brothers, Birmingham, Ala.; 
A. J. Rose, Timothy’s Dry Goods Company, Chattanooga, 
Tenn.; M. C. Groscop, H. Brockhage & Sons, Vincennes, 
“Indiana. 
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John T. Mackey, Herpolsheimer Company, Grand 
Rapids, Mich.; J. H. Eiff, A. Livingston & Son, Blooming- 
ton, Ill.; Peters Dry Goods Company, St. Louis, Mo.; 
McCoy’s Department Store, Waukesha, Wis.; A. W. Cun- 
ningham, Rorabaugh-Wiley Dry Goods Company, Hutch- 
inson, Kansas; Walter Bohn, Bohn Bros., Austin, Texas; 
R. C. Millspaugh, New York Dry Goods Company, Helena, 
Mont.; Elmer H. Larsen, W. H. Wright & Sons, Ogden, 
Utah; Jack Reneher, George N. Reynolds Company, River- 
side, Cal.; C. M. Green, E. S. Burgan & Son, Spokane, 
Wash., and R. H. Longenbaugh, The Eagle Stores, Inc., 
Chicago. 

Second prize winners in this section were: Wm. L., 
Craven, McCraw & Tatro, North Adams, Mass.; Ben Na- 
mazchy, Beir Brothers, Niagara Falls, N. Y.; J. Kreinson 
& Bros., Bradford, Pa.; Lit Brothers, Philadelphia, Pa.; 
A. A. Baroody, Rucker Dry Goods Company, Petersburg, 
Va.; George S. Howard, Jas. F. Condon & Sons, Charles- 
ton, S. C.; J. Schaeff, A. Nachmann, Inc., Montgomery, 














DISTRICT FIRST PRIZE WINNERS IN HUMMING BIRD DISPLAY CONTEST 


Top Left By Charles Libby, Urken & Kohn, Trenton, N, J.; Top Right by C. M. Green, E. S. Burgan & Son, 

Spokane, Wash.; Center Left by John T. Mackey, Herpolsheimer Co., Grand Rapids, Mich.; Center Right by Blair 

Anawalt, Meyers-Arnold Co., Greenville, S. C.; Lower Left by J. H. Eiff, A. Livingston & Sons, Bloomington, I!.; 
Bottom Right by R. H. Longenbaugh, The Eagle Stores, Chicago, Ill. 
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ee ae |HE Davenport Hosiery Mills takes this opportunity to extend its thanks 

gomery, G and appreciation to the many retailers and displaymen throughout the 
entire country who participated in the eminently successful HUMMING 

BIRD Hosiery Week with its attendant National Window Display Contest. 





This event’s success is a prized The increased sales that broke all 
testimonial of the good will that previous records for a similar per- 
exists between this company and iod will, we believe merely set 
its dealers as well as a powerful the pace at which the public — 
tribute to the merits and popular- in the future will demand our 


ity of HUMMING BIRD Hosiery. products. 


The story of the Window Display Contest, together with names of all prize 
winners are announced in the editorial columns of this issue of The DISPLAY 


WORLD. 


CE 


To the Country's displaymen 
about to assemble in convention at St. Louis, 
we extend our best wishes and felicitations 
for a successful session. 


umming’ @ird 
PURE SILK HOSIERY 
WEARS LONGER 


DAVENPORT HOSIERY MILLS - - - - - - Chattanooga, Tennessee 
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Assets and 
Liabilities 


When your show windows fail to attract 
attention and eventually sales, they can 
properly be termed a liability. 

a 


Modern Backgrounds Pay 


If your show windows are in this class, 
we can easily change them so they will 
attract attention to any kind and color of 
merchandise placed on display, and we do 


this at small cost. 


We can utilize your old backgrounds for 
this purpose. 


* 


The success of our method has already 
been proven by many of the leading mer- 
chants of the country. 


Write today for full information. 


POSENGER STUDIO 


Specialists in Show Window Backgrounds 


2436 West Third St. 


’ 


Dayton, Ohio 




















Made so 


LIST 


$ ‘ 


Complete 
with remov- 
able color 
film frame 
and 5 differ- 
ent films, 
6 foot of cord 
and separate 
plug. 

In individual 
cartons, 8 to 
a standard 
package. 
No. 954—8- 
inch — 100 to 
150 Watt— 
List $8.50. 
No. 955 — 10- 


inch — 150 to~ 


200 Watt— 
List $12.50. 





| Screws to 
wall, floor, 
ceiling. Set 
up anywhere 
in a jiffy. 
Universal 
bracket per- 
| mits light to 
| be thrown 
in any 
direction. 
Holds color 
films rigidly 
|} and smooth- 
| ly; power 
| instantly 
removed or 
attached. 
Exclusive in 
many of its 
features. 
Ventilated, 
for instance, 
so that 
there are no 
light leaks. 





you 
could sell floodlights! 


Pat. 
Pending 
Specialists .in . 
Flood Lighting 
Bank Screen and Desk Light- 


ing 
Show Window 
Theatre, Cove and all other 


types using Silvered Glass 
for White Reflecting members 


THE SUNLIGHT SILVER GLASS REFLECTOR 
gives you a floodlight you can go out and sell! 


It fits the needs of the small stores, and the price 


fits them, too. 


It appeals equally to the big store. 


Get full details on this floodight. 
Write for Catalog 26. 


SUNLIGHT REFLECTOR CO., Inc. 


Established 1898 
226-28 Pacific St., Brooklyn, N. Y. 
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Ala., and L. H. Carter, The Fair, Montgomery, Ala. (tie) ; 
The Fair Store, Lexington, Ky.; Everett Quintrell, Elder 
& Johnson Company, Dayton, Ohio; J. H. Richter, Ernst 
Kern Company, Detroit, Mich.; Dallas M. Schultz, Joseph 
Spiess Company, Elgin, Ill.; J. C. Goessling, St. Louis, Mo.; 
Schenk-Huegel Company, Madison, Wis.; P. Temerlin, 
Henry Baum & Company, Ardmore, Okla.; A. F. Court- 
ney, Sanger Bros., Dallas, Texas; M. B. Wallace, Golden 
Rule Mercantile Company, Pocatello, Idaho; A. Nassour, 
Colorado Springs, Colo.; Garfinkle’s, Inc., Richmond, Cal.; 
W. J. Smith, Tailored Ready Company, Seattle, Wash., and 
Irving Wisel, Novelty Waist Shop, Chicago, III. 


The winners of prizes in Section 2 (less than 15,000) 
were: First prize, David H. Crossley, Holmes & Nelson 
Company, Franklin, N. H.; Thomas J. Reynolds, Lown 
Dry Goods Company, Penn Yan, N. Y.; James O. Wian, 
Wian’s Shoe Store, Lewiston, Pa.; J. D. & J. S. Tilman, 
Charlottesville, Va.; Frank Ledbetter, W. L. Fanning Com- 
pany, Shelby, N. C.; E. R. Langston, A. Olim Company, 
Sheffield, Ala.; H. L. & D. R. Kayes, Brookhaven, Miss.; 
Rutledge-Eakin Company, Inc., Fayetteville, Tenn.; Robert 
A. Craig, Craig Bros. Co., Washington C. H., Ohio; E. E. 
Palmer, Ballentine Dry Goods Company, Port Huron, 
Mich.; P. H. Bollenbeck, McAllister-Schoen Company, 
Lagrange, Ill.; Floyd E. Wright, Wright Bros., Aurora, 
Neb.; R. E. Grondahl, Grondahl Brothers, Red Wing, . 
Minn.; John M. Haven, Sanders-Ridgeway Company, Va- 
nita, Okla.; Charles Hubbard, Hankamer Brothers, Sour 
Lake, Texas; John D. Chapman, Golden Rule Mercantile 
Company, Blackfoot, Idaho; Guy Smock, Joyce-Pruitt 
Company, Roswell, New Mexico; George A. Palmer, Var- 
ney Brothers ,Brawley, Cal.; E. N. Fehler, J. H. Harris 
Company, Corvallis, Ore. 

Second prize winners in this section were: A. J. Four- 
nier, J. B. Fullerton & Company, Williamantic, Conn.; Mc- 
Cromick’s Specialty Shop, Fulton, N. Y.; James A. Beck, 
Tepper Brothers, Plainfield, N. J.; W. C. Saunders, Waynes- 
boro, Va.; J. N. Black, Fleishman’s Big Store, Fayetteville, 
N. C.; W. L. Lindsay, Goldstein & Cohen, Ensley, Ala.; 
Seitz Mercantile Company, Green Forest, Ark.; Perfection 
Dry Goods Company, Ashland, Ky.; Walk-Over Boot Shop, 
Hamilton, Ohio; F. & I. Dry Goods Company, Charlotte, 
Mich.; Theo. Durr, Taylorville, Ill.; Miss Fitzhugh, T. W. 
Harkless, Lamar, Mo.; W. E. Hocking, Blackely & Ken- 
nedy, Rochester, Minn.; D. L. Pontious, M. B.Kerr Com- 
pany, Winfield, Kansas; Hudson & Davis Company, Celina, 
Texas; Abe Blumenthal, Zipp Shoe Company, Deadwood, 
S. D.; L. L. Fasset Department Store, Monte Vista, Colo. ; 
H. S. Little, Zillgitt’s Department Store, Inglewood, Cal., 
and Alan H. Banks, Bank’s Store, Albany, Ore. 

The purpose of National Humming Bird Week was 
primarily to mark an epoch in an industry; it was in the 
nature of a birthday party affair and offered an oppor- 
tunity to point to real prestige and listen to plaudits. The 
idea, on the other hand, ‘worked out as a~hugely successful 
merchandising scheme with all the elements that should 
delight the merchandising analyst. Thus, taking distribu- 
tion, there was response from every state and section with 
several from territorial possessions and a resultant broad- 
casting of the Humming Bird message to all points. Three 
thousand window displays of a single commodity, and, ac- 
cording to authoritative advices, the greatest number of 
simultaneous window displays on record. 

Was it a success? Were the sales of the product in- 
creased? Yes, indeed! Probably more hosiery was sold 
between March:16 and March 21 than was ever sold before 
over a like period. Many dealers reported four and five 
times the normal Humming Bird sales, and we are more 
than satisfied with the results obtained. 








fay, 1925 May, 1925 THE DISPLAY WORLD 63 
a. (tie); 
ll, Elder 
r, Ernst 
"Js PREPARED 
lis, Mo.; 
emerlin, 
oan ASPARAGUS 
Golden 
lean New Process 
id, Cal.: 
sh., and Will not fade or 
drop its needles. 
15,000) 
Nelson Prepared in natural 
, Lown green, 
. Wian, 
Tilman, Every spray has a 
ig Com- perfect tip. tA 
ompany, £ 
, Miss.; Ask for samples 3 
Robert and prices. vs 
3 E. E. SHORT — 187022 INCHES MEDIUM-24T0 28 INCHES © LONG-—30 INCHES J AND UP 
Huron, — = 
ympany, 
Aurora ” ” 
ae Green Grass Mats, 39” x 78”, $5.50 each 
| oe : PREPARED OAK FOLIAGE for Window and Floor Grass Effects 
Sou AT eee THE KERVAN CO 
rcantile Prepared Palm leaves, Prepared Cycas leaves, . 
o-Pruitt oe ne agen — mn Uva 119 West 28th St. 
; ass, natural, green dye and metallic two- 
al tone colors. NEW YORK 
, 
And many other items for decoration.” Wholesale Jobbers Manufacturers 
. Four- 
n.; Mc- 
- Beck, OO COCA OOOO OGG GONG PONW GOON ONGOING. e 
Vaynes- %S 
tteville, KX le 
ly Ala.; BS Kk 
rfection DY % 
) 
son GEOR : 
arlotte, 5 
T. W. is 
x Ken- EY Ke 
5) ) 
i Manufacturer of S 
Celina, 2 Kg 
\dwood, DY Ke 
AEOIO. ; Bi F % 
d 1, e 
Tue Georgian Silk Plushes | 
RY NS 
*k was h 
in the Ri Ke 
oppor- 5 KS 
s. The RA Ke 
scessful ®, Ke 
should ss FOR WINDOW DISPLAY XS 
istribu- Bf AND Ke 
ith s 
oe BY ALL DECORATIVE PURPOSES be 
Three S ke 
nd, ac- 2% KC 
ber of 5 Ke 
5 a ee one CHICAGO OFFICE x 
act in- 50 Union Square % 
=“ Cen se 
re -. 2) (N. E. Corner 4th Ave. and 17th St.) 1757 N. tral Park Ave. % 
e ( es 
id five | 
» more 





















































THE DISPLAY WORLD 


Chicago Monthly Display Review 


State Street stores feature ““Bride’s Week’ during first week in May 





with elaborate displays—‘‘Style’’ dominant note in all windows 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


URING the close of April a spurt of warm, 

balmy weather for a period of nearly ten 

days gave the opening of the buying season 

a good start. When the weather causes “spring 

fever,” the show windows are the first interest 
to those affected. Ten days of such weather did lots of 
good. Many shoppers were out, many small articles were 
sold, and quite a bit of business done on articles repre- 
senting larger sales items. 

All the stores are anticipating good business and rea- 
sonably good times. This is reflected in the high char- 
acter of the merchandise advertised and displayed, and the 
emphasis placed on style more than on price. 

Probably the most striking windows on State Street at 
the time this is written are those of Mandel Brothers, 
which include three full windows devoted to the presenta- 
tion of a Spanish wedding. 

The window at the corner of Madison and State shows 
a bride dressed in full bridal outfit with the high Spanish 
comb and veil and long train of lace. Two little flower 
girls, dressed in yellow, are at efther end of the window. 
The bride is dressed entirely in white, carrying a bridal 
bouquet of orange blossoms. A window card of white, 


Spring Opening Display by J. E. Tannehill, Carson, Pirie & Scott, Chicago, Ill. 


lettered in gold, carries the following announcement: 
Spanish Wedding—THE BRIDE.” 

Just to the rear of this window another window is de- 
voted to the bride’s attendants, composed of three wax 
figures, dressed in typical Spanish costumes, with a high 
comb, veils, flowers in their hair and gowns, which show 
brilliant colorings such as are typical of Spanish feminine 
dress. The window card of white, lettered gold, reads: “A 
Spanish Wedding—The Bride’s Attendants.” Another win- 
dow which is a part of this tableau is the one on the cor- 
ner on the Madison Street side. This is particularly at- 
tractive, as it shows two Moorish entertainers garbed in 
fantastic costumes that are strikingly colorful. An essen- 
tial part of the costumes worn by these figures is the old 
Spanish jewelry, consisting of ankle bands, bracelets, ear- 
rings and headpieces. 

The figures used for this occasion were well chosen, 
being of the brunette type, very easily transformed into 
what looked like the Moorish women, through the effect 
of the costumes, jewelry, veils, etc., used. This window 
also carried a card reading: “A Spanish Wedding—THE 
MOORISH ENTERTAINERS.” 

This particular series of displays were probably con- 
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ceived with the idea of calling attention to preparations 
ior June weddings for one thing, and the fact that a 
Spanish wedding was typified was no doubt due to the 
fact that the window background, which was described in 
the last issue of The DISPLAY WORLD was representa- 
tive of an old Spanish castle. The background settings 
were ideal for this particular series of windows. In the 
center of each of the window backgrounds in a space 
representative of an arched entrance, were banked a num- 
ber of live ferns and palms, which gave to the setting a 
more life-like appearance. 

During the latter part of this month the windows of 
Carson, Pirie, Scott & Company were also given over to a 
splendid showing, featuring an event which was described 
in the newspapers and in the windows as the “Bride’s 
Week.” The entire series of windows along State Street 
were given over to a display of every conceivable thing 
that a bride would need in the way of apparel. 

Each window was a unit display in itself, featuring one 
type of apparel, and each of the garments presented showed 
that excellent taste had been used in the selection of the 
colors and combinations. Special decorations were used in 
connection with these displays. Appropriate bouquets 
were used here and there, but the outstanding floral deco- 
rative consisted of a flower box about ten inches deep, 
entirely filled with ferns and flowers, which was shown 
on the floor, next to the glass, and running the entire 
length of each window. The effect of this was particu- 
larly pleasing and added an entirely different effect to 
the usual appearance of these windows. 

The event was featured quite strongly in the Carson- 
Pirie advertising and crowds were continually miiling 
about the State Street windows during the time the dis- 
plays were in. At the present time the Carson, Pirie, Scott 
Company windows are featuring some very interesting dis- 
plays of summer merchandise in costumes, coats, ensembles 
and lingerie. 

While we are discussing brides’ windows in this article, 
it is altogether fitting that special mention be made of 
the bride’s window which Mr. Fraser, of Marshall Field 
& Company, had in at the corner of State and Madison 
during the week past. The back of the window was almost 
covered with a high banking of beautiful ferns. Two large 
carved silver candelabras, with tall white candles, electrically 
lighted, constituted a strong part of the setting. A very 
beautiful figure, dressed as the bride, of course, was the 
center of attraction. But scarcely less attractive were the 
costumes of the bridesmaids shown in the same window. 
The display was similar in many respects to the one shown 
about this time last year, but this fact did not seem to 
diminish in the least extent the interest and attention of 
almost every woman who passed by this window. 

At the present time the other windows along State 
Street present a very similar appearance to that described 
in the last issue of this magazine, as the backgrounds are 
the same as they were then. However, the merchandise 
which seems to be the chief element of attraction in these 
windows to the majority of persons not interested in back- 
grounds, has been changed and the popular interest in the 
windows is continually maintained. 

Each of the State Street windows show, as a rule, no 
more than two figures, with perhaps a hat or some other 
accessory shown in connection with the costumes on dis- 
play. The most careful attention is given toward the selec- 
tion of the two gowns or garments shown in each win- 
dow. These two must harmonize in color, as well as in 
their relationship to each other. Moreover, the very per- 
sonality which seems to be represented by the wax figures 
chosen for a certain costume seems to have been care- 
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Do You Believe 
in Show Card 
Advertising ®@ 


Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards 
and show card advertising. 


The May issue carries among others the follow- 
ing exclusive features: 


Learning Cardwriting Today Is Snap Compared with 
Years Ago. By Ross F. George. 


Pen Work for Beginners Used in New York Y. M. 
C. A. By George Bernstein. 


Show Cards with Studied Layouts Have Best Sell- 
ing Punch. By Albert A. Senft. 


Some Live Suggestions for the Hustling Small Town 
Card and Sign. Writer. By G. B. Spurgeon. 


Colored Surfaces Do Not Appeal to Us in Their 
Own Dimensions. By Benjamin J. Marshall. 


Advertising Value of Cards Increased by Skillful 
Use of Color. By H. C. Martin. 


Different. Effects by Tilting Display Line. By H. C. 
Martin. 


Show Card School Owner Sent to Prison by Federal 
Judge. 

Art News. 

Price List for Card Signs. 


Men Who Own Many Practical Books Usually Fore- 
most in Callings. By Abe Einson. 


Get in on the Monthly Price Studies—Figure on 
This Window Job. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publishers of Standard Books on Show Card Writing, 
Lettering and Art, including Gordon’s great show card 
book, “Lettering for Commercial Purposes” ($3.50) 
and Rosenberg’s popular book, “Practical Art” ($3.00). 


May, 1925. 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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fully taken into consideration. Consequently, each of the 
two figures shown in one of these displays is in reality a 
complete style display in itself. 

The large corner window at Randolph and State streets 
consists of a particularly attractive showing of several dif- 
ferent styles and ideas of riding apparel for women. Among 
them is one figure dressed in habit, consisting of long 
trousers and smartly styled coat, very mannish looking and 
attracting considerable attention. Another interesting figure 
is that of a lady’s polo costume, consisting of breeches, 
belt, boots, spurs, helmet, polo club and ball. In all, there 
are five figures shown in the window and each showing a 
particularly different style garment for riding. In the cen- 
ter of the display on the floor of the window a handsome 
saddle and bridle is shown, to give the final touch of the 
proper atmosphere to the trim. 

Just across the street from here is the Hillman Store 
and at this particular time they are featuring their ”"SEMI- 
ANNUAL PEERLESS SALE.” The light caen stone back- 
grounds which have been enhanced by the addition of a 
brightly colored scenic painting, representative of an out- 
door summer scene, offers a particularly good setting for 
the attractive merchandise which they are now displaying 
at very special prices. 

The large island window at Charles A. Stevens is par- 
ticularly attractive just at this time with a special display 
of ensemble suits, silk coats and millinery in some of the 
new shades of light tan. Most of the coats shown have a 
heavy band of light-colored fur in brown, tan and gray 
shades. Some silk hats are shown similar in color to the 
costumes. Others of straw, with silk trimming to match 
or harmonize with the costumes. Handbags of leather are 
also shown in the same new shades. 


The windows of the Fair Company show no particular 
evidence of the change which has taken place in the owner- 
ship of this institution. If anyone may have been under 
the impression that these windows would reflect the five 
aad ten-cent store atmosphere following the purchase of 
The Fair by the Kresge interests, the windows at the 
present time show no evidence of it, as they are still main- 
taining the same high standard of excellence as has been 
evident for the past several years. If there has been any 
change it has been along the line of showing better mer- 
chandise and showing it better, rather than otherwise. 


The corner window at State and Adams streets features 
a particularly striking display of new modes in twill coats. 
Six figures are used to make the display and each figure 
wears a slightly different style of coat made from the same 
material, and all coats shown in this display are in a popu- 
lar new light green shade. Hats, umbrellas and handbags, 
also selected in shades of green, are used here and there 
to enhance the effectiveness of the window. Bright green 
shawls of silk, with long fringes likewise, are shown in 
connection with the other garments. Two furniture units, 
consisting of table, chair and lamp, are used to relieve the 
monotony of so many forms and drapes. Small articles 
above mentioned are displayed on and about these units. 

At the time this is written one-half of Bedell’s windows 
are empty, while workmen are refinishing the stone floors. 
However, all of the front windows are trimmed with mer- 
chandise, which happens to be in this case a very special 
showing and sale of fifty-five dollar silk coats, which are 
credited with being worth up to ninety-five dollras each. 
Seventeen figures and several stand drapes are used to 
show these coats in the two large front show windows. 
The garments look to be worth all that is claimed for them. 

Another outstanding display in this shop is one of the 
inside lobby cases, which has a particularly attractive trim 
of millinery. 
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True Advertising Appeal - 
(Continued from page 11) 

justify itself through linking it up with the general 
advertising and identifying the products. But, on 
the whole, an analysis of the windows of the better 
merchants will show that the public reacts to window 
advertising in direct proportion to the human and 
desire-creating appeal that is introduced in it, and in 
inverse proportion to the number of articles that go to 
make up the display. It is an old saying and a true one 
that “The poorer the class of merchant, the more mer- 
chandise will appear in his window.” 

The most telling window that I personally ever 
saw, with the exception of the Macy window re- 
ferred to, appeared in Peacock’s, Chicago, during 
the World’s Fair in 1893. It consisted of a single 
enormous diamond mounted on a concealed spring 
that kept it constantly in motion just sufficient to 
catch and refract the rays of light. This spring 
surmounted a tall pyramid of dark crimson velvet 
that blended on every side with hangings of the 
same material. Newspapers gave columns of space 
to it, which brought thousands of out-of-town visi- 
tors and made Peacock’s famous. A detail of po- 
lice was required to handle the crowds throughout 
the months it was on display. 

Getting back to the window’s true function, it 
is an obvious fact that the window is the link be- 
tween the advertising campaign and the dealer. 
True enough, it does bridge the gap between ad- 
vertising and selling, and it does serve as a re- 
minder at the point of sale. But the merchant or 
the national advertiser who thinks of the window 
only in those terms, or as merely an adjunct to 
other advertising is overlooking one—if not the 
most powerful medium open to him 

The real function of the window of today is to 
advertise—to create the desire of possession and 
to tell the merchant’s and the advertiser’s stories 
with such human and dramatic appeal that they can 
not fail to touch a chord in the minds and hearts 
of the passing thousands. 

The merchant’s window is a stage whereon 
should be enacted a dramatization of the. mer- 
chant’s appeal to the public, employing all the ro- 
mance and all the artistry of the theatre. The 
window is a stage possessed of all the atmosphere 
and the imagery that make sthe theatre so power- 
ful a factor in swaying the emotions of the masses. 
It offers space, lighting effects, color, form in the 
third dimension, and that which is of vital impor- 
tance, thousands of “eye-minded” passersby with 
minds passively open to suggestion. 

Take an attribute of any generally accepted ad- 
vertising medium and it can be duplicated, if not 
multiplied, through the plate glass of the dealer’s 
window at a fraction of the cost. 
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Doings Among Displaymen Everywhere 




















H. H. Tarrasch, display manager for Stix, Baer & 
Fuller, St. Louis, Mo., has been appointed a special dele- 
gate to accompany the commission appointed by “Hon. 
Herbert Hoover, Secretary of Commerce of the United 
States, to the International Exposition of Modern, Decora- 
tive and Industrial Art in Paris, and is leaving for Europe 
at an early date. 

It is further stated in Mr. Tarrasch’s official appoint- 
ment that he is also to aid in the preparation of an official 
report to the Department of Commerce of the United 
States on such features of the exposition and phases of 
the proceedings in connection with it as may be of interest 
and value to American manufacturers. 





Ralph W. Shea, formerly assistant to Jack Richter, dis- 
play manager for the Ernst Kern Company, of Detroit, 
Mich., has accepted the position of display manager for the 
Stern & Mann Company, of Canton, Ohio. 

This is one of the largest ladies’ ready-to-wear store 
in that section, occupying a complete block. He will have 
a bettery of eleven windows and twelve entrance windows 
under his direction. His many friends in the profession 
are wishing him the best of luck in his new position. 





Al Haskins, display supervisor for the Seattle District 
of the Western Auto Supply Company, has been trans- 
ferred to the home office at Los Angeles, where he will 
supervise the work in the Los Angeles District, which 
has sixty-two stores. He will also assist R. V. Langford, 
the display director of the company, in making up the dis- 
plays for the entire chain of 120 stores in the organization. 





J. M. Upchurch, formerly of Cincinnati, Ohio, is now 
display manager for Taylor’s, Raleigh, N. C. 





Ernest T. Berven, who has been connected with the 
J. C. Penney Company as display manager for several 
years, has been transferred from Fort Madison, Iowa, to 
the store at Jacksonville, II. 





Edward Ferguson, display manager for C. H. Yeager 
Company, Sharon, Pa., has resigned and has accepted a 
similar position with the Fashion Company, of Columbus, 
Ohio. John Hamilton, of Elmira, N. Y., has been ap- 
pointed his successor, and, like a good displayman, got in 
touch with the local association immediately upon arrival. 





The many friends of Frank Rodecker, for many years 
display manager of Farrell Dry Goods Company, Sharon, 
Pa., will be grieved to learn of his untimely death on 
March 28, after a very short illness. He was one of the 
most active members in association work and his loss will 
be felt by the entire city of Sharon as well as to the local 
club, of which he was one of the charter members. 





Edgar P. Nelson, who is instructor in window display 
at the University of California School of* Lettering, an- 
nounces exceptional activity in window display installa- 
tion work for national advertisers in the San Francisco 
district. Mr. Nelson has an office and display room at 
153 Kearny Street, San Francisco, and covers the entire 
Bay District. He is also one of the prime movers in the 





‘ 


new window display departmental being established by the 
San Francisco Advertising Club. 





V. F. McCollum, formerly display manager for The 
Fahy Store, Rome, Ga., has been appointed to a similar 
position with the A. J. Gordon Department Store, Bruns- 
wick, Ga. This is a new store with a modern front and 
the position is quite an advancement to this talented young 
artist. 





The office of J. M. Meyer, supervisor of displays for 
the San Francisco District of the Western Auto Supply 
Company, has been moved to 2355 Broadway, Oakland, 
Cal. following the completion of their new four-story 
office building and warehouse. 





Ernie H. Meier, formerly with L. Bauman & Company, 
Chicago, is now connected with Stern, Johann & Gross- 
man, manufacturers of display equipment consisting of 
artificial flowers, fixtures, forms and valances. Mr. Meier 
is now in Los Angeles for a few weeks, but will later open 
a branch office in Kansas City from which he will travel 
the southern and central western territory with a com- 
plete line of this company’s products. He is well ac- 
quainted in this territory, as he has been covering it for 
the past three years. 





Leslie Herbert, formerly advertising manager for Som- 
mers, Inc., Baton Rouge, La., has established a display 
advertising service company at 352 Main Street and is 
equipped to care for the wants of any retailers in his city 
or for national advertisers. He is specializing in the crea- 
tion of settings and backgrounds for special occasions, but 
is well supplied with display materials of all kinds, in- 
cluding the products of several well-known manufacturers. 





Ralph Fleer has been appointed display, manager for 
Meyers Bros., Kewanee, III. 





Eric W. Gibberd, for two years publicity director of 
Abraham & Straus, Inc., in charge of both the upstairs and 
basement advertising, window and interior display and 
sales promotion, has been appointed advertising manager 
for Mabley & Carew, Cincinnati, Ohio. 





Waldo W. Stevenson, formerly of Stevensons’ Cash 
Drug Store, of Broken Bow, Neb., who recently located 
in Los Angeles, Cal., has formally established his window 
display service there at 2602 Orchard Avenue. His new 
service will be known as Stevenson’s Display Service and 
he plans to handle extensive campaigns for national adver- 
tisers in the Los Angeles district. 





Floyd M. Wilson, formerly in charge of the display de- 
partment of the Old Dominion Commercial Company, of 
Globe, Ariz., and later with M. Goldsmith & Brother, of 
Phoenix, Ariz., has opened an extensive display service 
in the latter city at 1934 West Monroe Street. Besides 
handling displays for some Phoenix merchants he is busily 
engaged in installing displays for national advertisers, who 
are finding the Arizona city a profitable place for this torm 
of advertising. 
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Howard Dodson, who is a brother of Frank Dodson, 
author of the many show card articles that have appeared 
in The DISPLAY WORLD from time to time, has estab- 
lished a window display service, known as the Dodson 
Display Service at 3221%4 North Broadway, Pittsburg, Kans. 
Mr. Dodson expects to cover considerable Kansas terri- 
tory in display installation work for merchants and na- 
tional advertisers. 





I. J. Bickley, who is located in the Watts Building, Bir- 
mingham, Ala., has opened an effective window display 
service and is now accepting contracts with national ad- 
vertisers for the Birmingham territory. Mr. Bickley has 
just handled the Ever-Ready safety razor displays for the 
American Safety Razor Corporation and is outlining sev- 
eral other campaigns for his district. 


Among the students to enter the spring class of interior 
and display window decorating at the Koester School in 
Chicago was Bernard Thompson, of Kewanee, IIl., who 
has recently attracted much attention through his work 
for the retail merchants of that city. 





At a recent meeting of the Oklahoma City Displaymen’s 
Club the following officers were elected for the coming 
year: Charles H. McMahan, Al Rosenthal’s, president; 
E. H. Lyle, McEwen-Halliburton Company, vice-president ; 
C. E. Batchelor, Pettee’s, secretary, and O. S. Baxter, of 
Kerr’s, treasurer, 

Plans were formulated for sending a large delegation 
to the national convention at St. Louis in June. 





The fourth annual banquet of the Youngstown Associa- 
tion of Display Men was held recently with Jack Hilton, 
of Ritter & Meyers, the principal speaker. Mr. Hilton 
talked on the selection of the proper fixtures and the 
correct balancing of merchandise in the show window. 

Plans were made for sending a large delegation to the 
annual convention of the I. A. D. M. at St. Louis, Mo». 





Norvin L. Wyatt, who is located at 525 Emerson Avenue, 
Detroit, Mich., has established a window display service 
for national advertisers in a chain of Michigan cities. He 
will have traveling crews covering this territory each week, 
including Flint, Pontiac, Kalamazoo, Battle Creek, Jack- 
son, Lansing, Port Huron and Mt. Clemens. 





K. R. Hamilton, who has been display manager for the 
Green River Mercantile Company, of Green River, Wyo., 
for some time, has established a window display service 
for local merchants and national advertisers at Rock 
Springs, Wyo, 


H. R. Wilsey, formerly display manager with the W. 
M. Burdine’s Sons store, of Miami, Fla., and later with 
Rosenwald Brothers, Albuquerque, New Mexico, has estab- 
lished a window display and show card service in Albu- 
querque, opening an office at 217 West Gold Avenue. He 
will handle displays for local merchants and national 
advertisers. 





I. H. Beard, formerly in charge of the display depart- 
ment of the Boston Store at Gary, Ind., and who has been 
conducting the Muncie Sign Shop at 215% South Walnut 
Street, Muncie, Ind., for some time past, has established 
a window display department and will handle window dis- 
play installations for national advertisers. 
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A. D. Loring has been appointed display manager for 
the R. B. Clothing Company, Cincinnati, Ohio. He suc- 
ceeds A. C. Kien, who resigned. Mr. Kien has not yet 
announced his future plans. 





ENTHUSIASTIC MEETING HELD IN LOS ANGELES 

Tuesday evening, February ,4, the Los Angeles Display 
Men’s Club was entertained at the plant of the Weber 
Show Case & Fixture Company. One of the most enthu- 
siastic gatherings this club has had in several years was 
experienced. 

After an address of welcome by Al C. Boesmiller, of 
the Weber Show Case Company, a number of speakers 
were presented. Paul Lupo, display director of Barker 
Bros., Inc., spoke on “The Value of Properly Designed 
Display Space in Store Interiors,” and H. W. Menard, dis- 
play manager of the Broadway Department Store, on “The 
Dollars’ and Cents’ Value of Window Display.’ 

One of the features of the meeting was a show window 
lighting demonstration by D. C. Pence, illuminating engi- 
neer of the Illinois Electric Company, using the model 
show window recently installed in the Weber plant. This 
window has been equipped with the most modern lighting 
equipment by the Associgted Lighting Industries. 

Among the entertainment features presented at this 
meeting were song and dance specialties by entertainers 
from a local theatre, a boxing exhibition by fighters from 
Jack Doyie’s Vernon Arena, and a real auto race with 
well-known drivers competing. This factory covers eight 
acres of ground. The last feature was given to demon- 
strate the immense size of the plant. 


MADISON CLUB ELECTS OFFICERS 

Gene Heins, of the Wolff, Kubly & Hersig Company, 
was elected president of the Madison Association of Dis- 
playmen, Madison, Wis., at a recent meeting held by the 
association. He succeeded Jack Hilgers, of Olson & Veer- 
husen Company. 

Other officers elected were: Art Knisely, Burdick & 
Murray Company, vice-president; Leo Fay, Harry S. Man- 
chester, Inc., secretary, and John Schulte, Danielson, Muel- 
ler & Simpson, treasurer. Paul Rose, Frautschi & Sons, 
Harry Wieman, Leath Furniture Company, and Jack Hil- 
gers, Olson & Veerhusen, were eletced members oi the 
executive committee. 

Reservations have been made by twenty members of 
the association for attending the convention of the Na- 
tional Association to be held June 15 to 18 at St. Louis, Mo. 


MUCH ACTIVITY IN SHARON (PA.) CLUB 
Officers for the ensuing year were eletced by the Sharon 
Association of Display Men, Sharon, Pa., at a mecting 
of the club held April 27. I. E. Ogg, W. W. Moore Com- 
pany, was elected president. 

Other officers chosen were Michael Novak, vice-presi- 
dent; Fred A. McIntyre, Smith & Company, secretary and 
treasurer, and Grant Atwood, J. Reyer & Company, Ed- 
ward Huether and Clarence Price, Randall & Price Com- 
pany, trustees. Entertainment, publicity and membersnip 
committees were appointed by the newly elected president. 

On the evening of May 6th a banquet was held at the 
Shenango Hotel with a large attendance of the members 
and guests. Entertainment was provided by Jos. Ketler, 
noted humorist, and Wells and Merrick, musicians. 

H. A. Heineman, of the Heineman School of Window 
Decorating, had charge of the program at the last meet- 
ing, furnishing many stunts and demonstrations. This 
school was started through the efforts of the Sharon Asso- 
ciation, and the second class is now being conducted. 
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Color Harmony In Cards Important 


Wide difference’ of opinion concerning tints to be used, but they 
should always harmonize with those of merchandise on display 


By R. H. LONGENBAUGH 
Display Manager, The Eagle Stores, Chicago, Ill. 


HOW cards play an important part in 
window display and are the silent sales- 
men of the store. In order to catch the 
hustling public of today they must con- 

vey their message briefly and in telegraphic style. 
These two points have been expressed times in- 
numerable, but could never be given too much 
thought. 

Concerning the colors to be used there is a wide 
difference of opinion, but there is no question that 
white ranks first. Black cards with white or cream 
lettering are very effective, but one must be thor- 
oughly efficient, as the black will show up the de- 
fects very easily. White cards lettered in black 
are always attractvé when neatly done. 

Cards should be made to harmonize with the 





season and with the color scheme of the window 
display. Colored cards should only be used for 
special displays, season openings and such events. 
The bright colors should be saved for a time when 
most needed. 

When time will permit pictures and art work 
are worth the effort given, as they always attract 
attention and link up with the display. Ideas may 
be obtained from the trade journals, newspapers, 
national advertisers, moving picture titles, etc. A 
scrap book of illustrations, borders, designs and 
styles of lettering will be found of great value. 

The cards shown here have been made with a 
combination of pen and brush lettering with the 
illustrations and ornaments made with pen and 
small brushes. 
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Group of Effective Show Cards by Mr. Longenbaugh Used in Recent Displays. 
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Years ago, about the time the Wright Brothers 
began their experiments which brought world- 
wide fame to them and to Dayton, “Perfect 
Stroke” Brushes and Supplies were good, mighty 



























k good. 
\ 
A natural ambition to market better merchandise 
vt and to develop our hundreds of customers into thou- 
y sands led us to improve “Perfect Stroke” quality. And 
: our Brushes and Supplies became better, much better. 
S, 
\ TODAY THEY ARE BEST OF ALL, AND 
d THE MERCHANDISE ITSELF PROVES IT 
Quality, uniformity, dependability—the most for your money. in “Perfect Stroke” Brushes and 
, i i Supplies ill be sh 
a the long run. Figure your cost of brushes and supplies mee by poe. ~ ®. Fnac 
e purchase price, but by the year—and your decision will be “Per- St. Louis, June 15th to 18th, 
{ fect Stroke.” ’ inchusive—Booth 39. 
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CATALOG NO. 11! 196.159 E. Third Street Dayton, 0. 





























Our Artist Friends 


know a good thing when they 


“The Paasche is the Best Brush on the ? see it—and the greatest sign- 
Market” artists have shown such a de- 


; cided preference for 
says Mr. Frank Dodson, of the Globe Shoe 


& Clothing Company Sa O - CA RD 


SUNN 









Mr. Dodson is a displayman and he knows the Quality Board 
differences in Air Brushes. He prefers the Paasche : 

for making his show cards, window backgrounds that we have been forced into 
and other displays—because he knows its distinc- greatly increased production. 
Sin, rags sag Se SAAR lac oer Malin To our great gratification— 
imple to operate—easy to change e . 

to another—compact—nothing to get out of ee Quality Does Count. 

der—he knows that when_he starts a job with the Twenty- l 
Paasche Air Brush it will be finished quickly and ink” Beanplde” ts tecmaen. 
satisfactorily. . 

Make your spring displays outstanding by means 

of a Paasche Air Brush. Catalogue and prices on Hurlock Bros. Co., Inc., Mfrs. 

request. 3436 Market St. 

PAASCHE AIR BRUSH COMPANY | #35 Ludlow St. PHILADELPHIA, PA. 
1902 Diversey Parkway Chicago, Ill. 
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More Simplicity In Cards Needed 


& 
Use of elaborately constructed cards with every color in the rainbow 
being supplanted by simple, neat-lettered ones in many stores 


By HAROLD PORTER 


Display Manager, Simon & Landauer, Davenport, Iowa 






T cne time store windows were con- 

sidered valuable merely for 

purposes, but conditions have changed 

until today the show window has be- 
come one of the most important features of the 
store. Competition has brought into play every 
known means of attracting attention to the char- 
acter of the goods displayed therein. 

Prominent among the eye-attracting devices 
are show cards that call special attention to the 
quality and the price of the goods displayed. With- 
out the show card the display lacks sales value and 
the effectiveness of the most important medium 
used by the progressive merchant is lost. A card 
must put across the message that the merchant 
would say if he were to stand in front of his store 
and call out to each passerby. 

It should be uniform in size, color and style of 
letter. 
rangement of lettering imaginable in their win- 


Sothe displaymen use every color and ar- 


dows at one time, losing thereby the neat and at- 
tractive windows they would have otherwise. A 
change of color of boards adds life to the displays, 
but the change should always be uniform. 





lighting © 


Simplicity is often the card writer’s greatest 
asset. In an elaborate display a simple, neat-let- 
tered card will often stand out more than a highly 
decorated card. This style is fast becoming popu- 
lar in a great many of the stores, particularly those 
engaged exclusively in men’s wear. 

There are still a large number of displaymen 
who insist upon using every color in the rainbow 
on a show card and have nothing but a confused 
blur of reds, blues, yellows, greens, etc., when two 
colors would give much greater results and save 
time and effort. 

It is not possible that all displaymen can be ex- 
pert card writers, but the work of many can be 
improved if they will give their cards more atten- 
tion and thought. Learn to master two or three 
good alphabets; work out correct spacing and 
layouts and your cards are bound to improve. 

Much has been said about the use and value of 
They have 
only one purpose—to give to the passerby the in- 
formation they are seeking regarding the quality, 
price, character and make of goods on display. 
When they do this they have fulfilled their purpose. 


cards in the display of merchandise. 
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NEW IDEA COMPELS ATTENTION 
The accompanying illustration shows the latest in the 
way of fixtures for displaying neckwear. This illuminated 
tie stand is being offered to the display field by the Great 














Central Novelty Company, of Cincinnati, well-known 
manufacturers of display equipment of all kinds. 


It is finished in a_ beautiful electroplated statuary 
‘bronze, which, together with its illuminating qualities and 
graceful design, adds to the beauty of counter displays. 





ADHESIVE LETTERS NOW POPULAR 


In the territory adjacent to Greater New York the line 
of self-adhesive raised letters requiring no additional glue 
or mucilage called “Selfixa” has gone over well with the 
window display field. These letters come in various sizes 
and in seven colors, including gold and silver. They can 
be used in a great variety of ways inside the store as well 
as on the window. They are made by The Selfixa Letter 
Company, of 449 13th West Street, New York City, of which 
Mr. J. M. Hamill is general manager. 


REALISTIC APRIL SHOWERS CREATED IN 
NEW ORLEANS (LA.) DISPLAY 


An elaborate setting for the display of spring. styles in 
in frocks and sportswear for women was created by F. 
Coudrain, display manager, for the Maison Blanche, New 
Orleans, La. It was appropriately captioned, “April 
Showers at the Country Club.” 


Four white columns supported the roof of the club’s 
porch, which was painted green and in every way realistic. 
Rain—real water—trickled from the roof into a gutter 
just inside the plate glass. This feature, more than any 
other, attacted the attention of the passersby. 
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+ Illade in Thirty Beautiful 

. Shades = and works easy 
with brush and el J 


CHICAGO scarp COMPANY 


formerly Chicago Mat Board Company 
666 Washington Blvd, Chicago, I11. 

















STROKE BRUSHES WRITE 


FOR THE KINNEAR ARTCRAFTS | 


ea gaia wensdend Window Settings and Novelties, 


Our New Free Bulletin Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


DICK BLICK CO. 19 EAST 15th STREET NEW YORK 
BOX 437-D GALESBURG, ILL. 
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Showcards Open Gate of Opportunity 


Increased business assured merchant who appreciates sales value of 


forceful card—Diplay easily ruined by poorly-made card 


By J. C. MANSFIELD 
Display Manager, J. J. Kirk Company, Barnesville, Ohio 


ACK in the twelfth century when Rich- 
ard the Lionhearted started out to visit 
his constituents and to speak to them 
through the medium of his mighty 

sword instead of oratory, he had no telephone, tele- 
graph or radio to transmit the word to the city 
officials and the morning newspapers that he was 
on his way, so he would send a trumpeter up to 
the city gates to sound the royal call as a means 
of notifying the populace of his presence. The 
gatekeeper was familiar with the blast, the guards 
recognized the insignia on the trumpeter’s banner, 
“and the gates opened.” 

«Such was the historic origin of “The Trum- 
peter,” nationally known trade-mark of the Hart, 
Schaffner & Marx Company, as given in a recent 
article in their house organ. It was stated that 
today it not only means Hart, Schaffner & Marx 
clothes, but stands for quality, style, good value, 
all-wool fabrics, and a good store. It tells at a 
glance what would require fifty or a hundred 


words to tell. 
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Eight Attractive Cards by Mr. Mansfield Used with Displays of Spring and Easter Merchandise. 


So it is with the show card that is well planned 
—it tells the window shopper in a few words what 
it would take a salesperson many minutes to ex- 
plain. And so the “gates of opportunity open” to 
the wide-awake merchant who appreciates the 
sales value of a well-made, forceful show card. 

There is no salesmari today who has the op- 
portunity to show and sell as much merchandise 
as the well-dressed windows of the modern store. 
It has been freely admitted by the leading mer- 
chants of America that their windows sell more 
merchandise than any other agency of advertising 
employed by them. If such is the case, it would 
seem wise for the merchant to study every phase 
of display so that it will produce more fruitful 
results. 

One of the most important factors in display 
is a well-arranged show card. To remove the card 
from the display is like removing one string from 
the violin. There is a lack of harmony and unity. 
One would not think of placing an obstacle in the 
path of a salesman to lessen his capacity for sell- 
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Get in the Esterbrook 
Card Writing Contest! 


The seventh annual Esterbrook Prize Contest will be held 
in connection with the Convention of the International 
Association of Display Men, to be held at Hotel Chase, 
St. Louis, Mo., from June 15th to 18th. 


Enter the Contest! Show your skill! Get the money, the pub- 


licity, the recognition that will come from winning the prize! 


$100 in Cash Prizes 


(All cards will be judged from the standpoint of originality, artistic merit, 
sktllfulness of execution, and neatness.) 


First Prize: $50 for the best set of five cards sent or brought 
to the Convention. 


Second Prize: $25 for the second best set. 


Special Prize: $25 for the best card drawn at the Esterbrook 
booth at the Convention, where pens and drawing materials will 
be furnished free to contestants. 


Simple Contest Conditions 


1. Anyone is eligible to enter this contest. 


2. Cards may be drawn with Esterbrook, or any other make, drawing and let- 
tering pens. 


3. Cards may be any color or any convenient size, and may relate to any subject 
chosen by the contestant. 


4. All cards must reach the Esterbrook booth at the Convention not later than 
June 18th, 1925. The Esterbrook booth will be in charge of Mr. B. A. Rainwater. 


Address all entries to The Esterbrook Pen Co., Convention Booth No. 40, Hotel 
Chase, St. Louis, Mo. 


For any further information write us at once. Your stationer can supply you 
with Esterbrook drawing and lettering pens, or for $1 we will send you a box 
of one dozen assorted styles. 


The Esterbrook Pen Manufacturing Co. 
Camden, N. J. 


Canadian Agent, Brown Bros., Ltd., Toronto 


ESTERBROOK 
"Lettering PEN 
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ALL-METAL 
ADJUSTABLE 
‘PANTOGRAPH 


Indispensable ‘for rough-outs, 
layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is used. 
Fully adjustable, with an ex- 
tremely simple and almost in- 
stantaneous adjusting device. 
Made of the finest materials 
and absolutely guaranteed. 
Sent postpaid on receipt of $3.00. Try it. 

Money refunded if not satisfactory. 


DRAWING-AIDE COMPANY 


228 Caxton Building Cleveland, Ohio 














The F'‘ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


ss 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 


























W. B. YOUNG & CO. 
SHOW-CARD WRITERS’ SUPPLIES 
160 NORTH WELLS ST. CHICAGO, ILL. 

Write for Catalog and Samples 
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ing, yet when the show card is omitted from a dis- 
play its productiveness is lessened to a great de- 
gree. 

The card should be made to tell the message 
that would be given to the prospective customer 
if he were in the store, but it must be told in a 
concise manner so that it can be quickly read. No 
one has time nowadays to stop and read a lengthy 
message but want to know at a glance all about the 
merchandise on display. 

While the card is necessary to a good display 
it should never be so conspicuous that it will de- 
tract from the merchandise. It should always be 
borne in mind that the display is arranged to sell 
merchandise, not show cards. 


Keep the size of the card down as small as 
possible and that which is consistent with the size 
of the window. Board larger than eleven by four- 
teen should never be used except for openings, spe- 
cial sales, and such events. A point to be remem- 
bered in the creation of cards is to keep the copy 
or body of the message down as small as possible 
and have plenty of white space around the letter- 
ing. It is often best to use block formation or the 
message grouped together instead of scattered all 
over the card. 


A beautiful display can be easily ruined by an 


ill-shaped, poorly-made card. The art of creating 


an attractive card does not necessarily require a 
genuis, for observation and plenty of practice will 
bring the desired results. In almost every issue of 
the daily papers reproductions of pen sketch work 
by masters of the craft will be found. These should 
be saved, and, when the opportunity to use one 
comes, it can be transferred by means of carbon 
paper and the lines gone over with pen and ink. 


The trade journals and leading magazines con- 
tain bright, colorful posters that can be used for 
cutout work. These will brighten up a card to a 
surprising degree and make it much more attrac- 
tive and forceful, for illustration is far better than 
explanation. Practically all the articles in the trade 
magazines are written by the profession’s greatest 
artists and should be read and studied thoroughly. 

Perhaps the greatest of all points in the making 
of show cards is the one big important lesson of 
practice. Practice, practice, practice, and the 
“gates of opportunity will open” for you. 





NEW DRAPE STAND ANNOUNCED 


Messmore & Damon, of New York City, the well- 
known papier mache specialists, announce a new creation, 
a drape stand that is now being produced by their sculp- 
tors. These figures are created from life and are life-size, 
one of these being illustrated in their advertisement in 
this issue of The DISPLAY WORLD. Exclusive repre- 
sentation is given to one store in each city. 
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Planning Show Window Lighting 


(Continued from page 20) 


is close to the window pane. A typical lighting 
systein designed for the windows of a small store 
is shown in Fig. 4, while that of a large metropolitan 
store is illustrated in Fig. 5. 

[t is often found desirable to lay emphasis on 
some particular article of the window display. This 
can he readily accomplished by the use of standard 
spot light projectors equipped with lamps of at 
least 200 watts. Practical locations for spot light 
projectors are indicated in Figs. 1, 2, and 3 by an 
outlet symbol marked “s.” 

The specific advantages of using several small 
wattage outlets in preference to a few large watt- 
age outlets can be seen by a concrete example. In 
Figs. 1, 2, and 3, the left hand windows are wired 
with two or three independent circuits, which ar- 
rangement places every other window outlet on 
one circuit, the remaining outlets upon a second 
circuit, and the spot light projectors on still a third 
circuit. 

By this arrangement high or low intensity of 
illumination can be had in the show window with- 
out producing a spotted lighting effect on the dis- 
play. The spot light projectors being connected to 
individual circuits can be equipped with large watt- 
age lamps without the danger of overloading. In 
this way a circuit containing four 100-watt lamps 
will amply carry four 150-watt lamps if the mer- 
chant desires to increase his lighting intensity. 

A more thorough discussion of the desirability 
of this wiring arrangement in connection with 
colored lighting will be covered in the next article 
of this series. 





BARBER SHOP IN WINDOW UNIQUE DISPLAY 

A great deal of attention was recently attracted to a 
display of a barber shop in a window of O’Connor, Mof- 
fatt & Company, San Francisco, which was created by 
A. G. Rohl, display manager. 

The scene represented a barber in the act of cutting 
a child’s hair and included all the equipment to be found 
in the store’s barber shop. A window card informed 
passersby that the store maintained a barber shop for 
women and children. 





Carl Goettmann, display manager of Joseph Horne Com- 
pany, Pittsburgh, Pa., recently headed a group of display- 
nen of that city in creating displays for the financial cam- 
paign of the University of Pittsburgh. 





LIGHTING DISPLAY IMITATES COURSE OF DAY 
One of the outstanding features of the electric show 
recently held at Buffalo, N. Y., was a display of store win- 
dow lighting which followed out the course of daylight, 
increasing from the glow of dawn to the intensity of 
noonday and gradually receding to indicate twilight. 
Many manufacturers exhibited equipment at this expo- 
sition which was held under the auspices of the Electric 
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NAT-MAT Cardboards 


A big variety to select from, 
including several new and 
unique color tones. 


Also cutout frames and bev- 
eled edge cards of striking 
effect. 


Samples and factory prices 
upon request. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, Ill. 

Sa Meet Nat-Mat, Booth 35, 
the Big St. Louis 
I. A. D. M. Convention 

















DISPLAY CARD EFFECTS 


are more original and more attractive when 
obtained with the Air Brush. 






“THE AIR BRUSH WITH THE 
GOOD REPUTATION.” 
The necessary asset, You need one. 


The Wold Air Brush Mfg. Co. 


[2173 N. California Avenue Chicago, Illinois. 














Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


828144 E. MAIN STREET RICHMOND, VA. 


























Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by For Plates 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 





For Bowls 





WHY LIMIT YOUR SELECTION? 
When you need help why confine yourself to local talent? You 
do this automatically if you only advertise locally. A DISPLAY 
WORLD Want Ad is read by ambitioys, trained workers from 








Cape Cod to the Golden Gate. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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“Lee Knows Wisconsin” 


Displays installed, par- 
cel delivery, samples 
and coupons carefully 
distributed. 


LEE store display 


Distributing Co. Maine i 
325 14th St. Milwaukee 


Specializing 
inwindowand 








A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


LOUISVILLE, KY. 


New Albany and Jeffersonville, Ind. 
Sales Producing Window Installation for 
Local and National Advertisers 
MYERS DISPLAY SERVICE 
FP. O. Box 431 Louisville, Ky. 








THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
. Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
Four Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 


peel or crack. Equipped to fill and ship 
TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 
The Photographic Way 261 Livingston St. Brooklyn, N. Y. 
J. D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams | 














JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 

537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 








“Let us be 
your Art 
Idea de= 

partment.” 


Write for 


VISUALIZATION this 


brochure. 


“Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 
A complete merchandising service put on in conjunctiom with 
your display campaign. Write for data and references. 


Member Chamber of Commerce, Advertising Club, Better Busi- 
ness Bureau. 


Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. + 


DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 





QUALITY Window Displays installed for National 


Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


DALLAS---FT. WORTH 


————__TEXAS————— 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 


Distributing. 
HUGHES ADVERTISING SERVICE 
205 N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 











NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 


A national Display Service for installation of up to 
500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West 3th Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 

A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 
OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 








ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERVICE 
124 West 34th Street New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 











his 

dis} 
me! 
Ser 
ing 
play 
tise 


por 
anc 
ser 
Cin 
dis} 
foll 














1925 


hs 








May, 1925 





THE DISPLAY WORLD 79 

















Notes from the Display Service Field 

















Rk. C. Rushlow, manager of the window display instatla- 
tion department of the Springfield Window Display Com- 
pany, 50% Mason Street, Springfield, Mass., reports con- 
siderable activity in the national advertising field in the 
New England states. Mr. Rushlow has been installing a 
long series of windows for Lamont, Corliss & Company, 
of New York, on Nestle’s Chocolates. 





A. F. (“Jack”) Rhanney, of Lincoln, Neb., has reorganized 
his advertising service and Phil E. Lindsay, a well-known 
display and show card expert has taken over the manage- 
ment of the concern, which is now known as the Rhanney 
Service. Offices have been opened at 200 Wilkinson Build- 
ing, Lincoln, and Mr. Lindsay plans to handle widow dis- 
play installations for local merchants and national a4yer- 
tisers. 





Fallis, Inc., manufacturers of Peter Pan Opal Hue face 
powder, a new product that has been widely advertised, 
and who are located in Cincinnati, Ohio, have engaged the 
services of the Window Display Installation Bureau, of 
Cincinnati, for their window display campaign. The first 
display installations are being made in Ohio and will be 
followed by campaigns in other states. 


Walter G. Vosler has organized a window display serv- 
ice, and, with a crew of men, will cover the cities of Cin- 
cinnati, Dayton, Springfield, Middletown and Hamilton. 
The new service is to be known as “Window Display 
Service of Southern Ohio” and will have offices at 42 
Pickering Building, Cincinnati. Charles G. Frey, a well- 
known displayman of Cincinnati, will be general manager 
and director of display installations. The new company 
is already installing Van Ess, Partola and Nature’s Remedy 
displays for national advertisers. 





fas Sebastian has just established the Jacksonville 
Display Service at 524 Spearing Street, Jacksonville, Fla., 
and will handle displays for national advertisers exclu- 
sively. Mr. Sebastian is adding several automobiles to his 
service and will cover the entire Jacksonville district. 





The Window Display Installation Bureau, of Cincinnati, 
are conducting an extensive campaign for the American 
Safety Razor Corporation in many southern cities, and 
have just started display installations in sections of the 
middle west on Ever-Ready safety razors. This is an in- 
tensive campaign, tieing up with the newspaper adver- 
tising in each city. 
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FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.00 one-half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








WANTED 
Position as assistant show card 
writer. Samples of work submitted 
on request. 
J. L. THOMAS 
Box 86 French Lick, Indiana 








POSITION WANTED 


Young man of good character desires to 
make connection with a live concern, in 
the capacity of Displayman and Card 
Writer. Thoroughly experienced. 


Address. “S. C.,” 
Care The DISPLAY WORLD. 








WANTED 
To represent manufacturers and importers 
of merchandise appealing to Display Man- 
agers, Window ‘Trimmers and _ Card 


Pacific Coast Distributors, Los Angeles, 
San Francisco, Seattle. . Address Box 


“L. A.” Care The DISPLAY WORLD. 











WANTED 


Combination window 
trimmer, card writer and 
advertising man for one 
of the most modern liberal commission arrangement should 
men’s and boys’ clothing 
stores in the south. New income. All answers will be considered 
building, windows and 
fixtures, daylight work 
room equipped with every 
convenience. 
offers unusual opportuni- 
ties and advantages for 
capable man. 
ing please state experi- 
ence, age, whether mar- 
ried or single, salary ex- 
pected and references; 
also send 
work and photographs, if 
you have them. 


Writers, SELBER BROS., Inc. 
Shreveport, La. 


Position 


In answer- 


samples of 


WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 


insure a decided increase in your present 


strictly confidential. 
WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 








WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 
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KIEFFER ADDRESSES BUFFALO AD CLUB 


“Window display space is worth 12 per cent of the 
ground floor rent of a retail store and at least 10 per cent 
of the advertising appropriation,” Clement Kieffer, |r., 
display manager of The Kleinhans, Inc., Buffalo, NY, 
declared in a recent address before the Greater Buffalo 
Advertising Club. 

Closer co-operation between advertising men and dis- 
playmen was urged by Mr. Kieffer, who said that co-ordi- 
nation of these two departments is essential for the suc- 
cess of a business. 

Several letters from department stores all over America 
were read by Mr. Kieffer, showing the value placed on 
this medium and expenditure made each year for its better- 
ment. This address was declared the most inspiring and 
interesting delivered before the club in many months. 


MARSHALL WINS NATIONAL DISPLAY CONTEST 


In the window display contest conducted by Hollander- 
Lewis Company, Inc., Pittsburgh, Pa., as a feature of 
Stag Trousers National Week, Joseph H. Marshall, display 
manager of Boersma Company, Chicago, IIl., was declared 
winner of first prize. Dealers from every section of the 
country submitted photographs of displays. 

Second prize was awarded R. A. Glick & Sons, Colum- 
bus, Ohio; third prize, A. Wallens, Niagara Falls, N. Y.; 
fourth prize, Wm. Erlanger, East Liverpool, Ohio; fifth 
prize, Charles P. Ellis, Nashville, Tenn., and seven prizes 
to Gusky & Bennett, Leechburg, Pa.; Henry Young, 
Seattle, Wash.; Charles Ydeen, Moline, Ill.; Epstein Com- 
pany, Fort Wayne, Ind.; Parker Department Store, Cov- 
ington, Va.; S. R. Pants Shop, Binghamton, N. Y., and 
J. B. Payne & Son, Franklin, Ind. 











WILL BUY 


Mechanical Electric Display 
or Elephant 


SUITABLE FOR 





Large Toy Window 


Furnish Full Information to | 


MILTON HARTMANN 


Display Manager, BRAGER of Baltimore 


EUTAW AND SARATOGA STREETS 
BALTIMORE, MD. 





# 


oo 
































nd 


ST 


of 


ed 
he 














- 
» Dee ae me ee me ae a Oe ee ee es ee ee ee ee ee ee a ee ee ee ee se 


ae oe oe oe ee ee ee 


Their Only Rival i in the Displaying of Clothes 
Is the American Girl, Herself 


A trio of our new wax 
figures in the popwar 
“Miss Sixteen” type. 
They represent the viva- 
cious, dashing American 
“Miss,” and just as she 
is adept in the wearing 
of clothes, so, too, are 
these - figures endowed 
with the knack of dis- 
playing clothes well. 


Model No. 2FL 














Model No. 


ing models. 


is optional, 


BE SURE 


These wax fig- 
ures are cast and 
moulded from liv- 


of eves, hair, and 
stwWe-of hair dress 


All Palmenberg 
wax figures are 


detachable, inter- 
changeable and 
washable. 





4FL 

















Color 







Model No. 3FL 


TO SEE THESE NEW WAX FIGURES 


AT OUR BOOTH AT THE I. A.D.M.CONVENTION 
THERE WILL BE MANY FIGURES ON DISPLAY 


Remember, June 15th to 18th, at the Hotel Chase, St. Louis, 
there will be many interesting things at the booths of 


J. R. PALMENBERG'S SONS, Inc. 
63.65 West 36th Street, New York 


CHICAGO 
204 W. Jackson Blvd. 


BALTIMORE 
122 W. Baltimore Street 


BOSTON SAN FRANCISCO 
26 Kingston Street 11 First Street 
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Do you really know what 
you can expect from dec- 


oratives >? 


If your displays are not pro- 
ducing what they should, why 
not try the Adler-Jones way? 


Our Seasonable catalogs 
“THE GUIDE TO BETTER 
WINDOW DISPLAYS” are 


free for the asking. 











"NE At 


